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RITING TIPS AND BIG 
PACE, BEST CAMPAIGN HELPS! 


blems present themselves to you during the last two weeks of August. One is your drive for profits during September 
ya PARAMOUNT MONTH. The other is your anticipation and correction of the 25% box-office slump that always 
purst two weeks of September, during school-reopening. The remedy for both problems can be provided in the same cam- 
ive eg est fied in adding to your advertising budget, it is at this time. You will have the benefit of the newspaper- 


EVER + SOUNDNEWS ON FRIDAY 


Mr. Katz 
a 1 Get out a special 


to Film exchange executives com- | 


Eecsesayhs ¢ iecteget! 


2537 


parents, plained so bitterly, that an order 
re : You've | has been issued by Mr. Katz'|s| 


yay 


‘come-on | deleted film, which caused’ tre- 


Murder) oe tn 


ssu 8 you'll ‘duction, 


jagainst the recently begun prac- 


6 an- | practice resulted in patched and 


imendous complaint to the ex- 
change from second-run theatres. | |: 
\s 


‘ 

’ 

’ 

’ 
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i Mr. Katz recognized the justice | " 
; YOU! 

‘ 
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complaint, and decided | | 
and j against the demounting practice 


Ge EXECUTIVE CABINET WILL 
TOUR CIRCUIT ON SPECIAL 
TRAIN, EARLY IN OCTOBER 


The entire Home Office Executive Cabinet, headed by. Mr. 
a tour of the 
in October, according to an an- 


Katz, Mr. Dembow, and Eugene Zukor, will make 
entire Publix Circuit early 

R | nouncement made last week. 

Y Mr. Adolph Zukor and Mr. Sid- _ezeeweess . 
E ney Kent will be the guests of =| 
of honor on at least a few parts of & 
and the tour, which will be made ong 
|@ special train. Distinguished § 
| representatives of the studio pro- & 
and distribution depart- R 
s|ments may also be present R 
con- | Plans for the tour are now be- i 
ad-jing made, and the itinerary and 
@are-|list of those who will make the |g 
are (tour, will be announced in a forth- 
DO! coming issue of your PU BLIX | 
| OPINION 

“The purpose of the tour is to}; 
give the men who operate the i 
theatres a chance to discuss their |f 
problems first hand,’ Mr Katz ex- |% 
plained. 

“We plan to achieve, as mal 
yyineipal result of the tour, a clos-|% 
Sagueh between the Home oped 
and the theatres, through a mere | 
intimate knowledge on our part of | 
the local problems. : 

The special train will stop at) 
key cities in each district, and at | 
jeast a day will be spent in each 
place, with possible auto tours of 
Publix properties in each zone, fol- 
lowed by a general meeting of all | 
Publix personnel in the zone, for| 

formal discussions. | 
Rasa! managers will be given | 
opportunity to jot down all prob- 
}iems and questions to be taken up 
at that time through their division 
chiefs, with depart ment heads con- 
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“We. are proud 0 
we have the leadershi 
attitude or one of cockiness. 
gratitude for the c 
ganization, and a cons 
companies, is the 
sure to manifest. 

“Despite the fact that Publix holds leadership, our or- 
ganization is growing, and we want it to grow. We cannot 
put any obstacles in the way of that progress by permitting 


a destructive and conceited attitude to alienate the goodwill 


supplement, or 


2 Openanew theatre, 


lovers were reduced and better ls 
Ny Bie | crosection effected. er thks iH THE F ACT S AND 
STORIES IN THIS IS- 
SUE WILL BE IN- 
VALUABLE TO 


REEL A HIT 


ltacular sensation that was pre- 
|dicted. Mr. Dembow has issued 
strict orders for close regulation 
lof sound equipment, and also 
against deleting these reels. He 
|has also issued orders that lobby 
| posters, trailers and newspaper 
ads sell them vigorously. Emanuel 
| Cohen, editor of the reel, who 
supervised the organization of 
the gigantic task that made it 
possible, is inundated with’ tele- 
grams and letters from all over 
| the world, congratulating him 
| upon the showmanship the new 
| program feature provides. 


} 

| PARAMOUNT-KRESGE TIE-UP 
Paramount has entered a deal 
|with the Kresge chain of novelty 
shops whereby Paramount picture 
jsongs are delivered to customers in 
lwrappers containing the name o 
Kresge, the title of the Paramount 
song and the picture which inspired 


FOR ALL OF US! 


Following the publication of the Paramount-Publix 
issue of “Variety,” in which the story of Publix and its 
manpower was told, Mr. Katz, at a meeting of his executive 
cabinet gave voice to a thought that was instantly com- 
mended by his cabinet. ' 

“The nice things that were said are all very fine indeed,” 
he declared. “They.are true, in the main points, but that 
being the case, by the very prominence of the facts, a danger 
is presented that we must be prepared to combat. 

“Let no one get a swell-head! 

f each other in this organization, and 
p. But let’s not assume a domineering 
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o-operation of each other’ within the or- 
tant bid for the good will of all other | 
sort of characteristic that we must all be 


. 


As individuals, a humility and 
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the fect reels “instead of 1,000 hel ig | Nyse second si ign aan" Departure from slavery of 
‘Mr, | Projectionists found that by de- 3 ] ;O aramount und NN€wsree!! cystom by di i i d d 
ry , ntr a e | ; : y digging in and under 
Y |mounting the short reels and mak- ‘ P “ig 9 a 4|| have been viewed by audiences, in order to m ake progres- 
ling them into one big one, change- | |s olicy, land are proving to be the spec-| cive ike has end ae 


amazing new profits in Publix 
theatres that have switched to 
Friday as the opening day, ac- 
cording to Sam Katz, president 
of Publix Theatres. In the 
case of the largest theatres, 
benefits have been many, in ad- 
dition to amazing profit in- 


crease. 

In the first place, Friday being 
a generally slow box Office day, 
with minimum performances, it 
gives the management a chance to 
perfect the new show under least 
pressure. The regular patronage 
of “opening day fans’’ attend, and 
lif it’s an unusually good show, it 
| gets off a day early to a big word- 
of-mouth start. The Saturday and 
Sunday schedules, which call for 
extra performances, do turn away 
| business anyway, but-under this 
| arrangement, the shows are let- 
ter perfect, with no loss of time. to 
the word-of-mouth advertising and 
helps the Monday and Tuesday 
business. Wednesday is always a 


I | big night for any show because 


it’s a “date night’’ like Saturday 


iB and Sunday. The six day impetus 


and high momentum carries the 
show along to good business over 
Thursday, which being the final 
day, naturally is the weakest. The 
Friday opening is now in effect in 
nearly all Publix theatres except 
in rare cases where railroad- 
schedules prevent. The experi- 
ment was made in scores of towns 
for many months before it finally 
was introduced to Broadway. 


The fact that Publix is fortu- 


8 | nate in having a steady supply of 


high standard entertainment, gives 
all the more impetus to the idea, 
but even if a weak show. got inte 
the lineup, the Friday opening. 
would help it because its bulk 
business would be in the bag be-— 
fore its weakness got advertised— 
In the past, theatres opened on 
Saturday, or Sunday, for various 
reasons. Usually the Sunday open- 
ing was because it started off the 
week. Ditto for Monday in towns 
where Sunday shows are barred, 
or where break-in dates were 
needed. The idea of Saturday 
openings was based on getting the 
greatest possible crowds earliest, 
to start off the talk. Friday po- 
lishes up this Saturday idea to 
its maximum benefit. 


- PUBLIX OPINION, WEEK OF 


Facts At Every Chance, 


Urges A. 


“One of the best ways to. per 
tional facets concerning Publix, 


M. Botsford 


manently instill the many institu- | 


is thru the medium of newspaper 


interviews,” declates A, M. Botsford, Director of Advertising and 


Pubheity for Publix. 

“Of course, you can use them 
on the screen in (trailers, as short 
paragraphs in your newspaper ads, 
and in lobhy posters, but the thing 
that gets the widest ‘circulation is 
a newspaper interview if itis pro- 
jected sharply enough by avtimely 
news event. 


“The snesestion, therefore, is 


obvious to all good showmen, that | 
there is a gold mine’ of available} 
material, ideas and statements in} 


Publix-Paranount 
and 


the recent 
sue of “Variety,” 
OPINION, 

“Doubtless, hundreds of Adver- 
tising Managers will find an ex- 
cuse or make one, that will open 
a discussion of Publix theatres. 
When that is done, perhaps thru 
the discussion of some important 
coming attraction, you can inelude 
some of the things said by. Mr. 
Katz, Mt Dembow, Mr. Chatkin, 
or others in these publications, 


“Merely because a trade paper 
is a menth old dees not imply 
that the contents are ‘dead.’ The 
practices reported in those issues 
are always alive, and should be 
on the tip of your tongue at al 
moments, ready to pop into the 
consciousness of potential ticket 
buyers. 


“PUBLIX OPINION confidently 
expects to see quotations from 
these sources reprinted hundreds 


PREVIEW “FAST 


COMPANY” AS 
B. 0. WOW 


If you invent a slogan that 
says “Paramount’s Got THE 
| Pictures!” and yell it from the 
rooftops, vou'll never be jailed 
for deception! The newest rec- 
ord-wrecker to come forth is 
| Fast Company” which the 
| Home Office viewed recently. It’s 
| Ring Lardner’s screamingly fun- 
iny love-drama of a swell-headed 
|boob baseball-star, made from 
the Broadway stage hit “The 
Great Elmer.” Jack Oakey, 
Skeets Gallagher and Evelyn 
Brent play the leading roles. It 
is POSITIVELY NOT a base- 
ball picture, but it IS the pro- 
voker of more laugh-howls ever 
caught in a camera, with a hot 
love interest in a cOmedy vein. 


is-} 
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SELLING“FAST COMPANY? 
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By Russel Holman 


Ady. Manager, Paramount Pictares 


“Fast Company” is about six times as good as any- 
body has a right to think it is. Unless they see it in ad- 
vance, they're liable to put about one sixth of the effort 
behind it that they should, and sell it wrong in the 

rgain. 
is Thelin the following points should be brought out 
to anybody attempting to market the picture to the 
public: 

1, Lay off the baseball entirely unless you happen to 
be in a town that is all. agog over World’s Series (like 
Chicago where a 50,000—S. R. O. crowd jammed the park 
on Tuesday of this week, usually a blank day, and the 
whole town practically shut up shop to see the game) or 
some hot local pennant fight where a lot-of local pride is 


involved. Baseball is poison to women, and at least 50%” 


of the men. Men play golf today, instead of baseball. 
You are not deceiving anybody in laying off baseball 
in advertising “Fast Company” because in the picture 
baseball is purely incidental, There’s not enough of it to 
bore anybody and you're so crazy over Oakie that you 
don’t care whether he’s in a ball park or a zoo, 
2. The things to play up are: 


‘4 
(a) The wonderful character of Elmer Kane as por- 


trayed by Oakie—-the lovable sap—the braggart with the 
heart of gold—use the letters he writes to Brent—use the 
dialog from the ‘script—tell them Elmer is coming to 
town, describe him and promise them they'll love him— 
the kid from the sticks who was going to “take” Broad- 
way, and did. , 

(b) The comedy—but comedy with authentic pathos 
and chokes in it. 

(¢) The love affair of Oakie and Brent—the century 
kid and the most sophisticated show girl on Broadway— 
a “Shopworn Angel” romance all over again—Brent says. 
“Of course I know you're straight, Elmer. I can tell the 
difference between a crook and a sap any time.” And El- 
mer thinks it’s a compliment! 

(d) Ring Lardner and George M. Cohan, who wrote 


| T>7-. GREENS pee 
of times in every city. The story || lant teaser publicity now. 
about Mr. Katz at the St. Louis | 


the play on which the picture is based. But not too 
Strongly on the name of the original play “Elmer the 
Great,” hecause it wasn’t so hot on Broadway 


convention which is in a back issue | 
of PUBLIX OPINION, should fur-| CONSTRUCTION 
nish a dozen ‘leads for local news 


stories.” 


“4 FEATHERS” 
BUSTS RECORD 
IN 8TH WEEK 


“On the eighth Sunday of the | 


run of “The Four Feathers” at 
the Criterion Theatre the eross 
receipts came within $19.50 of the 
record for any one day,”’ reports 
Manager John P. Goring. 
ter still on the eighth Monday mat- 
inee, all week day matinee ree- 
ords were actually broken by $14.- 
50:7 

That this picture is leading all 
other two dollar pictures on 
Broadway there can be no doubt. 
When one critic in writing his re- 
view said “‘the best bet on Broad- 
way" he hit the nail right on the 
head. While most executives in 
the business are wondering at the 
remarkable receipts attained at 
the Criterion despite the extremely 
warm weather the public keep on 
praising the picture and flock to 
the box office for tickets. They 
speak of the action, the romance 
and the thrills—ihen they. talk 
about the cast and most of all the 
wild scramble of the hippopotami 
and the flight of the baboons. 
Three great angles for any the- 
atre manager to play up and reap 
the harvest. 

It is a foregone conclusion that 
“The Four Feathers’ will con- 
tinue doing big business at the 
Criterion for some time to come. 


ROWEN AT MINNEAPOLIS 


ELOISE ROWEN, solo- organist, 
opened at the Minnesota Theatre, 
Minneapolis, Saturday, August 
3rd, replacing Eddie Dunstedter. 
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Go Back to Yo 


DEPT. GETS A 
BOUQUET 


| Division Director J. J. Fitzgib- 
| bons, of the New England Division 
| took oceasion during a recent 
Home Office Executive Cabinet 
imeeting to pay high compliment 
to the Construction Department, 
and Mr. Charles M. Fox, associate 
ito B. B. Buehnnaan, Director of 
/ Construction, for the manner in 
; which the new Publix theatre in 
| Newport, R. L. was rushed to per- 
fection by opening date: “I call 
|it the most perfect theatre open- 
‘ing I have ever seen, from a con- 
| struction S&tandpoint.”” Mr. Fitz- 
| gibbons reported. 
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MR. STEWART’S 


IDEA BACKED 
_ BY EXPERIENCE 


Leni Stewart, at a meeting of 
Home Office executives brought 


| 


out a point that will find corrobor- | 


ation in the opinion of most ex- 
perienced managers and adyertis- 
ing managers. He declared that 
newspaper ads of reasonably small 
space are most effective, as against 
full page or quarter page size. 
He declared that reader-habit can 
be cultivated for small ads, but 
if a big-ad policy is adopted, it 
must be maintained constantly to 
be effective. 


JACKSON CHANGES 


Mr. J. I. McKinney assumed 
management of the Lyric Theatre, 
Jackson, on August 12th succeed- 
ing Mr. C. T. Chapin. 

| Mr. Chapin became manager of 
the Riviera, 
date, relieving Mr. D. J. Whythe, 
resigned. 
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3. Suggésted Letter: 
Dear Folks: 
It gives a big kick to 


crazy about me. 
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Sound News 


Makes Good 
Sales Point 


lest 


Contributing one of the best 
selling points for PARAMOUNT 
MONTH is the advent of Para- 
mount Sound News. After many | 
months of careful experimentation 
and the expenditure of large sums 
for new equipment, it has pleas- | 
urably startled the entire coun- 
try, Home Office belief is that | 
this new PARAMOUNT SHORT 
FEATURES is one of the most 
gutstanding factors of the PARA-| 
MOUNT NEW SHOW WORLD. 

One of the outstanding superior- ; 
ities to any other sound news is | 
the recording device which enables 
Paramount sound cameramen to! 
0 practically any place that is| 
possible with the silent camera. 


The best evidence of the quality 
of Paramount Sound News will be 
in the NEWS itself, the manner in 
which it is selected, photographed, 
edited and presented, It will not 
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ur Old File of “Publix Opinion” 
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I to come to a swell town like 
bringing along my girl too. 
and she ix from a big Broadway show. She i« 
Hoping you are the same, I am 
Respectfully yours, 

ELMER (“HURRAY”) KANE. 


eS ec ag 


(e) Eddie Sutherland, director—co-director of “Close 
Harmony” and “The Dance of Life.” 


aman as well known as 
I'm 
Her, name is Evelyn 


merely be a collection of Mbrary 
shots selected for release without | 
regard to their timeliness or inter- | 
Paramount Sound News will | 
bring to American theatre-coers 
the news of the day as effectively 
and quickly as the Silent News 
with the accompanying advantage 
of Sound and Talk. 

Another factor that will inevit- 
ably mean superiority for 
PARAMOUNT SOUND NEWS will 
be that all of the material obtain- 
ed for this reel will be used in one 
issue per week and not, as is be- 
ing done by opposition com panies 
cut up into 3 or 4 parts and given 
to the exhibitors in email and cor- 
respondingly less attractive in- 
stallments. The Sound News at 
the time of its first release was 
conceded to be one of the big- 
gest drawing cards on any pro- 
“ram, and only for the reason that 
producers of Sound News have at- 
tempted to release too great a 
number of issues per week, has 
the interest in this class of reel 
been noticeably reduced. 

Paramount will release 
issue per week and 
of the week will be included in | 
that issue. In this way the pop- 
ularity of the Sound News will 
again be brought to such a point 
that no theatre manager will con- 


sider his program compl - 
oo, plete with 


PARAMOUNT gouUND’ N 
yw be released on both tim and| 
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School Slump 
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[AT SCHOOL SLUMP HARD! 


ity and Advertising for Publix- 


the following campaign which is 
ict for PARAMOUNT MONTH 
September School slump. 
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SCHOOL | 
SLUMP 
GAGS! 


By JEAN FINLEY 
Home Office Advertising Dept. 
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SCHOOL ~ OPENING 
SLUMP. REMEDY 


By Ben Serkowich 


(Editor, Publix Opinion) 
{NULL AOSTA A ERA 
the 


Combatting box-office | 


slump due to school re-opening | 


is not a problem of getting ju-| 
| 


| 


| venile admissions. Primarily it| 


| change that. 


oes 


is a problem of getting adults. | 


| Parents insist on their young-| 
sters getting properly started| 


off to school, and no salesman- 


| ship can nor should attempt to! 


| parents, themselves. 


With the re-opening of schools | *. 
| will lure the adults, and selling it} 


and colleges in the latter part of 


in the box office receipts of every | 


ltheatre. It will be noticed that 
matinee business drops and that 
night business picks up slightly. 
It is also a known fact that the 
days at the beginning of the week 
suffer because of the inability of 
parents to take the children to the 
theatre or to leave home without 
them. 

Effective measures to combat 
the situation should be started 
early in the month and carried 
through to a successful conclu- 
sion. 

1, Football teams of the 
ischools and colleges will soon 
ibe in practice. All Publix managers 


bog start immediately to make | 


their theatre the principal factor 
jin boosting the local teams. A 
; school night should be established 
lwhen the students will know that 
; they will meet their friends at the 
, theatre. 

2. Glee clubs provide another 
baberee of revenue. The schools 
inot only seek pnblicity but are 
very pround of their organizations 
and will turn out to applaud the 
efforts of their own members. 

8. Pictures that carry an ap- 

to the student body, should 
be aided through the distribution 
of heralds and throw-aways to the 
students on the campus 


: 


4. FEassay contsts based upon | 


some particular phase of a picture 
will oftimes gain the ear of the 
edutator and provide an entrance 
into the school room that would 
otherwise be barred, 

5. Special after school 
nees with a starting time that 
would allow the 
attend after school is out should 
be advertised along with the prices 
made to the pupils. 


mati- | 


The point of attack is upon the| 
The remedy | 
is in providing entertainment that} 


August and the beginning of Sep- | 12 convincingly alluring language.| 


tember, a marked change is found | 


During the school-vacation sum-| 
mer months, the kids have been} 
yelling their parents to distrac-| 
tion. When gchool reopens ‘par-} 
ents sigh with relief, and need a| 
vacation. Your cue is to provide 
that vacation in the nick of time, | 
which is. the day that school re- 
opens. The line: “NOW Parents 
Are Vacationing At The Para- 
mount Theatre while the kids are | 
working in school!’ jis a honey, 
money-getting line. Use it at the} 
top of your ads, on trailers, pos-| 
ters and'on a travelling 2-faced | 
24-sheet mounted on a truck with} 
a ballyhoo that tours the residen-| 
tiat districts. Sell that idea in} 
newspapers, and make the second} 
thought: ““fTo provide that vaca- | 
tion for parents, we have by tre-| 
mendous effort, obtained ‘THE}| 
GREENE MURDER CASE’ and| 
‘THE DANCE OF LIFE’ as the) 
first two giant attractions in SEP- 
TEMBER.” Get these, two sen-| 
tences T-H-O-R-O-L-Y saturated} 
into your community by August 26 
and you'll have delivered a 90%} 
wallop against your enemy-slump. 

Read the back files of PUBLIX| 
OPINION for all the gags in the} 
press agents barrel, and adapt any} 
that fit. i | 
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§—ELECTION TIE-UPS 


SLUMP - ANTIDOTES 


By Lou Goldbérg 


Brooklyn-Paramount Theatre 
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| 1—WORLDS SERIES 


student jbody to| 


6. During the rush season at | 


the schools and colleges the soro 
rities and fraternities attend the 
theatre in a body with their pled- 


ges. This business should be sew- 


ed up now. 
7. The prominen 
mes and athletic even 


t football 


ts of each | 


district will of course be included | 


the Paramount Sound News. 
These should be heavi 
to the student bodies of the res- 
pective institutions. 

8. Local school 
portant games play 
will supply a crowded house 
films of the even 
run on your screen, 


in 


ly advertised | 


s who have im- | 


ed out of town, | 
if 
ts are taken and } 
these should be 


made through the co-operation of | 


a local photographer 
possible. 
9. Shoppers 


provide revenue. don’t 


And 


‘be home with th 
attend your 


Biturn home before the close of 


‘the school. 


This fact should be 


driven home to the parent who 


‘ would otherwise be kept at home | 
vend and away 


from the theatre. 
—— —— 


matinees always | 


‘forget, the parent who wishes to} 
e child can always | 


first matinee and re-| 


wherever 


Put a huge score board on your | 
marquee and tie in with your! 
big paper to give the latest re-| 
turns. The newspaper is usual- | 
ly on a side street and will be) 
glad to get your location, and 
tell about it and your attraction. 
A contest on the sports page as | 
to the teams who will win their | 
respective league leaderships. | 
Who will win the series? Who} 
the batteries will be on opening | 
day? Invite the home team to} 
your show, under the auspices | 
of the newspaper. A pass to} 
the ones who guess who will hit} 
the first home run in the world 
series. Make them mention 
your feature picture in all copy. 

2—FALL STYLE SHOW 
A—A fall style show with the 
big department store. 

3—FALL RADIO SHOW 
A—AL the radio manufacturers 
are out with their new models. 
Foyers, mezzanine and lobbys 
for a radio show with newspaper 
copy as per Publix Opinion back 
file. 

4—FOOTBALL TIH-UP 
A—Direct appeals can be placed 
on the imprint space of football 
schedules. 
B-+A contest in local paper to 
guess who the local coach will 
select for his first team with 


passes to see your picture as 
the reward. met 

O—A contest to guess what the 
seore will be each week. High 
school pupils are interested in 


9—BARGAIN SHOWS 


what their local team is Soins | 
and this gives you an excellent! 
opportunity of sniping your at-| 
traction name into live news. © | 
D—Why not invite the high} 
school or college first team to 
see the show? 
E—The news reels will be show- 
ing footbal} shots at this time) 
of the year. Be sure and fea-| 
ture any important local foot- 
ball shots in all your advertis-| 
ing and where the occasion per- | 
mits, tell them that you will) 
have first showings of the im- 
portant games first. 
5—GLEE CLUBS AND SCHOOL 
ORCHESTRA 7a 
A—Will be organizing at this | 
time of the year. Book them in 
for an off show. The same may 
be possible for the college or 
high school band. | 
B—Did you ever invite the local) 
glee clubs at the schools to par- 
ticipate in your community or- 
gan singing? You may be able} 


t 


to arrange to have your organist 


as faenlty adviser to this group! 
1OLLEGE OR HIGH SCHOOL 
NIGHTS 
A—It may be advisable to at-| 
tract the school element by set-| 
ting aside a different night of| 
the week to represent each} 
school. If possible permit your) 
feature organist to play that) 
school’s class songs. | 


7—MOTHERS 
A—yYour copy should call atten-| 


tion to the fact that your second | 
afternoon show comes at a time} 
when it,is possible for her to. 
take the children (if this is so).| 
In towns where there is no re-| 
striction against unaccompanied 
children let them know -that) 
they can still see the complete | 
show AFTER school. 


A—There are many of these 
tie-ups possible at this time of | 
the year. In cities whefe they) 
are holding municipal and state | 
elections many contests suggest) 
themselves. These contests give | 
you an excellent opportunity of 
placing your screen attraction | 
before the public. ; 
B—It may be possible to work; 
the ald straw vote poll. Using} 
your lobby as the place to cast! 
votes. Newspapers find these| 
straw vote polls an excellent | 
method of forecasting the com-}| 
ing election. } 
c—A contest may be arranged | 
to guess the plurality of each | 
candidate giving as prizes tick-| 
ets to see your screen attraction | 
BE SURE TO AVOID TAKING 
SIDES AT ELECTION TIME. 


A—This is the time to empha-} 
size all your bargain shows, es- 
pecially on Saturday and .Sun-| 
days when the mothers are more} 
apt to take the children. A 
woman’s attraction for a bar-| 
gain is proverbial and should be} 
featured to be fully capitalized | 
upon, In towns where there are | 
no restrictions against unaccom- | 
panied children it is advisable 
to run a trailer on the screen 
explaining to the mothers that! 
your theatre makes it a practise | 
to take wnusual care of the | 
children attending these bar- 
gain shows. 

1O0—CHILDREN’S MATINEES 
A—A whole bag of tricks is 
available on this subject. In| 
Chicago at the Norshore theatre | 
David Lipton had wonderful re- 
sults with a Saturday bargain 
kiddie show. Candy was pro- 
moted from a large manufac- 
turer and given to the children. 
Every Saturday the kids just 
flocked for this extra handout. 
Other days balloons,’ caps, etc., 
were given to the youngsters.| 
The kids are great bets for your) 
feature organist—-why not or- 
ganize a singing club for them, 
giving membership ecards and 
buttons. Hundreds of things 
have been done to. stimulate 
these children matinees and, 
they can all be worked and this 
is the time of the year to work 
them. 

1L1—LOBBYS 

A—Should be cleaned up. All 

posters and decorative work 

from the Art Department should 


This fact always 


the 


|for the second 
| which begins at a time when all 


illustrate:the Autumn spirit. 
2—WANT ADS 
A—The want ad departments of 
the newspapers are wide open 
at this time. They are anxious 
to attract the summerites to 
their want ad columns again, 
There are a dozen of these 
stunts available in back issues 
of PUBLIX OPINION. 
13—APARTMENT HUNTERS 
A—Most leases are usually dat- 
ed as of October 1. Perhaps 
your paper will go for a missing 
word contest in the real estate 
section. Don’t forget that the 
wonien will be looking at these 
columns during the month of 
September and before and that 
it is a highly desirable page to 
get on. 
B—tIn so far as many moving 
vans will be on the streets dur- 
ing this priod you may be able 
to make a nice tie-up with the 
chief movers in town to banner 
their trucks. 


ARATE LN 


ANTI-SLUMP 
IN BUFFALO 


By C. B. TAYLOR 
(Publix-Shea Theatres) 


AAVUUSOURALL AUTEN AA HANNAN 
Shea Theatres always cater to 
the children. We have a special 
rate of 25 cents daily until 6 P.M. 
is played up 
day. With the return of 
ehildren to school, we 
plan to put over the thought 
that the thing to do after school is 
to go to one of the Shea theatres 
afternoon show, 


1 


S 
= 
= 


every 


the children can easily arrive in 


time for the overture after being 


dismissed from classes. We will 


hint that mothers should meet the 


children after school and take 
them to a Shea theatre for rest. 
relaxation and entertainment—in 
cool, clean, air-conditioned thea- 


\tres—-at the special low price for 


kiddies. 

Plans have been made to post 
500 attractive cards in all school 
districts where they will reach the 
eyes of children and parents alike. 
These ecards will stress the fact 
that the pupils can get to the sec- 
ond afternoon show after classes. 
They also urge parents to take the 
children to the early evening 
shows. Time schedules of these 
shows will be included in the type. 


| We also will hint at the big spe- 
| cial children’s attractions being ar- 


ranged. 

Through local radio station, we 
will broadeast propaganda selling 
our shows to parents as well as 
children with especial emphasis on 
Paramount’s “New Show World” 
productions and the wonders of 
the all-talking, all-dancing and all- 
singing screens. 

It is planned to conduct local 
eampaigns, playing up the Satur- 
day matinees with their special 
pictures for children. We will 
work in co-operation with the 
schools and Mothers’ Clubs. We 
will also put over the fact that 
these community theatres begin 
their programs early enough dur- 
ing the week, so that the kiddies 
ean enjoy the show and still have: 
time to do their ‘home work.” 

We have submitted to the 
school department a propesition 
to have the master of ceremo- 
nies at Shea’s Buffalo put on 
programs at the school assem- 
blies, focusing our efforts on the 
high schools. The M. Cc. will 
talk on the romance of the thea- 
tre, on the wonders of the talk- 
ing screen, on the appeal of the 
wonderful music. Then he will 
put on a program, assisted by 
members of his stage band and 
the various Publix revues. The 
schools are very glad to get 
these novel entertainments for 
their assemblies. 

We plar to wriie letters to the 
principals of all the schools, giving 
facts on our shows and our 
schedules as well as mentioning 
some of the attractions of real 
value to school children. 


By HAL HALPERIN 


Vice President and General Manager of “Variety” 
Re-printed by Courtesy of ‘Variety’ 


EDITORS NOTE: Since the organization of Publix nearly four years ago, one definite policy outlinfed by its president, Sam Katz, was k Lilt 
should be no boasting, no so-called “trade-paper publicity,” no catering to any portion of vanity that might justifiably be present among th 
highly successful organization. 4 


Publix never sent a story to the trade papers, 
or his cabinet. 


But now, for the first time, the story is told. 
development of so great'an American institution 


never authorized any statements in regard to its business or permitted personal “publieity’ 


Variety has been successful in pointing out to Publix the business and human interest the 


And so the story of Publix, based on actual facts'as Variety has found and carefully authenticated is, for the first time, here told. 
ESS than four years ago, “Publix” was just a newly coined trade-name for a scattered group of theatres. ? 
y loday, Publix is the pride of the amusement industry, and the guarantee to the public of the world’s highest standards in ente 
zation of future hope for an industry that progressed from a disreputable gypsy origin, into an honored and civilizing force tl 
from the tiniest Crossroads hamlet theatre to the splendor-castles of the mightiest metropolis. a a 
Publix, today, is the leading theatre-operating organization in the world. The public esteem and industrial prestige it holds, has 
High ideals of showmanship, untiring labor, and a huge investment in the confidence of the public brought it about. ae 
For all this, one man is responsible. That man is Sam Katz. 
Appearing on the national scene of show business when it was in the 
in operation of theatres, he’supplied the dominant force and imaginative lea 
economic status and high public prestige the industry enjoys today. 


Because Publix is the flower of the industry as the public knows it, and supports it, the industry 


precarious stage of its first development, both in prod: 


dership that carried his associates, and even some of hi So 
de 


now turns to Publix for gui 


ia! 
re] 


The organization he leads is 
made up of men who have modeled 
themsélves after him, and who 
have become prototypes by the 
logic of a man whose habit is suc-}| 
cess. 

Rubbeéer-stamp management) 
and yes-men are conspicuous by | 
their absence in Publix—a con- | 
dition. which stands unparalleled | 
in the amusement industry. 


His associates love him. His 
business operates in appearance 
and in effect, like a bank. There 
is none of the flamboyant atmos- 
phere of Broadway or hysterical 
show-business temperament in his 
make-up, and there is none in his! 
organization. He is quiet, orderly, | 
and systematic, dependable, and 
his business is that way. A busi- 
ness district grows up and town 
booms where he puts a Publix 
theatre. The character of Sam 
Katz, so deeply implanted in Pub- 
lix, has won the publie confidence. | 
All of this reduces itself to eco 
nomic soundness for Publix, and 
likewise for all that touches Publix 
in civic or national activities. } 


The Herculean task of accom- 
plishment that today is sum- 
marized in the word “Publix” 
will doubtless go down in his- 
tory as a five year labor. How- 
ever, Publix’ intimate group of 
associates know it to be a task 
that ante-dates its official be- 


ginning by at least twenty 
years, 


What Publix is today had its 
real beginning in Chicago nearly 
twenty years ago, when Sam Katz 
and his father, Morris Katz, first 
investigated the possibilities of the 
motion picture, and, after varied 
experiences that were successful’ 
by comparison with what others 
had achieved, joined hands and 
operations a year later with the 
Balaban brothers who operated 
similar theatres. 


Ghetto “Nickelodeons” 


The struggling firm of Balaban 
& Katz was obscurely active with 
its pow: 2 tiny group of “nickelo- 
-deons” in the ghetto district of 
' Chicago, just as were thousands of 
similar theatres in that ¢ity and 
elsewhere. The others, though, 
were barely able to do more than 
make a scant livelihood for their 
owners. The waste and duplicated 
effort of those days, due to ex- 
perimentation and ignorance, was 
appalling, and a constant menace 
to theatres, producers and distrib- 
utors alike. Carl Laemmle had a 
few theatres, as did William Fox, 
Adolph Zukor, and others. In 
those days of camp chair seats and 
converted store-theatres, cinema 
theatre operation was a precarious 
business that required boundless 
energy and unremitting effort. 
Small wonder that Messrs. Zukor, 
Lasky, Fox, Laemmle and others 
seized the opportunity to create 
entertainment, rather than retail 
it, when the opportunity came to 


Katz, and hie partners, Barney, 


LLL LNT narnia iitiatn cette - 


Abe, Max and John Balaban, how- 
ever, were firm in their conviction 
that theatre operation could some 
day hold a higher place in the con- 
fidence and support of the public, 
and that the countless obstacles 
that all but overwhelmed it, could | 
and would be surmounted. ; 

The influence of the Balaban | 
Brothers in the partnership of | 
Balaban & Katz was one of tre-| 
mendous power that was fore-| 
ordained to work for progress 
in the development of a great! 
theatre company. Through the! 
intervening years this influence | 
has been strengthened. It was! 
Barney Balaban who, in 
the early days of the or- 
ganization, by his work 
on theatre refinements, 
refrigeration, organiza- 
tion of construction 
work, meticulous knowl- 
edge of every detail of 
theatre construction and 
operation, was able to 
bring to Publix an ability 
that could not have been 
secured elsewhere in the 
world. 

It was A. J. Balaban, 
known as the “master 
showman,” probably the 
most acute mind in the 
industry today in the 
kniowledge of show 
values, who was able to 
build up the entertain- 
ment that by its appeal 
to the public taste spell- 
ed success for the firm of 
Balaban & Katz. His re- 
cent entry into the scene 
in New York as an as- 
sociate of Mr. Katz in the 
Publix operation is one 
of the many progressive 
steps that is characteris- 
tic of Publix. 

To that end they labored 
to give their patrons the 
utmost in entertainment. 
They were also willing to 
add as much luxury and 
convenience as that period 
could afford. It seemed 
ages, however, before they 
found Chicago even mildly inter- 
ested in their crowded little nick- 
elodeons. They did succeed, 
though, in creating a public con- 
fidence to such an extent that 
those people who could be induced 
at all to go to the movies, were 
favorably disposed toward Bala- 
ban & Katz. Cleanliness of physi- 
cal property, truth in advertising, 
ethical conduct in public and pri- 
vate, and ceaseless vigilance and 
ingenuity to insure the best pos- 
sible entertainment, brought it 
about. 

Long before hesitant bankers 


advanced the unheard of sums} 


that were later to build their gor- 
geous “Central Park Theatre,” 
their reputations were firmly fixed 
as exponents of a new and desir- 
able school of reliable 
tive showmanship. ey Eiht 


Pe: 


fand ettec-| | 


Overcame Hazards 
It was Katz who first proceeded 


‘upon the principle that show busi- 


ness could be so institutionalized, 
as to overcome many of its haz- 
ards, such as uncertain entertain- 
ment quality, unpleasant environ- 
ments and ‘the taint of carnival 
showmanship. His long hours as 
an intensive observer of audiences 
taught him also that showmen 
generally were largely incorrect 
in the belief that the business was 
entirely dependent upon indefinite 
psychological whims. As long ago 
as 1914, he was firm in the con- 
viction that a square deal to the 


public was the only sound econo- 
mic basis for progress. This he 
interpreted as recreation, combin- 
ing physical comfort during the 
entertainment, with excellence of 
the entertainment itself. He was! 
always careful to provide both and 
was likewise vigorous and intelli- 
gent in telling the public of his 
ogy Pong please them. 
¢ Oentral Park Theatre 
built in 1917, was America's 
first de luxe theatre—plush- 
seats, refrigerating plant 
phony orchestra, elaborate stage 
shows and screen entertain. 
ment. Also it was the first large 
capacity theatre. It had 2400 
seats against the 1200 rickety 
its Jargest rival could 


ter, 
constructed with a 


the future, is 


| 


| 


still a de luxe theatre of beauty, 

charm, and modern equipment 

that compares profitably with 
even its newest rivals. 

The Central Park Theatre was 
followed by the “Riviera” two 
years later. Then the “Tivoli” a 
year after that. The “Chicago,” 
“The Uptown,” “Norshore,” “Or- 
jental” and others of huge and 
splendid proportion followed in 
almost annual succession. 
Balaban & Katz name was the 
established guarantee that brought 
high popularity to each project. 
The public had been convinced by 
continuous demonstrations that 

whatever choice offerings 
the entertainment world af- 
forded, could be had at a 
Balaban & Katz theatre. In 
addition, they enjoyed at 
the popular pricea huge 
seating capacity made pos- 
sible, all the courtesy, con- 
venience and beauty that a 
thoughtful and well train- 
ed organization could pro- 
vide. Small wonder thea- 
tredom turned towards 
Chicago and asked the why 
and wherefore, 


Film Production 

To safeguard the invest- 
ments of his organization, 
Mr. Katz had already turn- 
ed his attention towards 
film production and dis- 
tribution. He had to be 
sure of a steady flow of 
high standard film produc. 
tion, made under normal) 
circumstances that would 
hot impose a prohibitive: 
cost upon the theatre. 
Thus he became a guiding 
spirit in organizing and ad- 
ministrating the affairs of 
First National Pictures, 
Second National Pictures, 
Educational Films, and 
other product. His success 
here brought other forward 
looking theatre operators 
to him for counsel, advice 
and cooperation, 

This rapidly gave birth to a 
theatre ~ service organization 
known as Balaban & Katz-Mid- 
west Company, also under the 
leadership of Mr. Kats. Its 
spectacular rise to recognition 


advantages 
Operations 


chasing power resulted, 
with higher entertainment. . 


The | & 


Ww 
tres ip 
public 


and Ge 


in D 


ary 
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Publix box office reports in an 


| 


Even -in the summer, when 
} many theatres suspend, or provide \} 
‘indifferent programs for half-fill-| 3 


climates and in hot 
months. The 


summer | 4 
appreciative re-|'J 


ization that so provides for its| ¢ 
comfort, makes it 
Maintain the same high standard | 
of costly entertainment every | 
week in the year. 


Publix Man-Power | 


In the creation of such an} 
effective organization one policy | 
lias been firmly maintained, | 
which proved to be its stoutest 
bulwark in holding all advan- 
tages gained. That policy is the 
manner of developing Publix | 
man-power. a 

In addition to his cabinet of | 
“partner-owners of theatre cir-| 
enits, Mr. Katz surrounds him- | 
self with an executive cabinet | 
of men who have won by merit) 
their place in Publix as heads} 
of departments, each of which! 
in itself is comparable to a sep-| 
arate big business organization, 
in magnitude and scope, The 
men who head these depart- 
ments are all from the ranks 
of Publix theatres, having earn- 
ed their place by study and 
practice of the ideals and prin- 
ciples laid down by their chief. 
Sam Dembow, Jr., as executive 
vice president, Fred Metzler, as 
comptroller, Paul Raiborne as 
Assistant to the President; A. 
M. Botsford, as head of the 
Department of Advertising, 
Publicity, Merchandising and 
Promotion; David J. Chatkin, 
as head of the theatre manage- 
ment department, Boris Mérros, 
as head of the Music Depart- 
ment: T. C. Young, head of the 
real estate department; Austin 
Keough, head of the legal de- 
partment; Dr. Emanuel Stern, 
head of the Medical and Wel- 
fare department; Eugene Zukor, 
as head of the Construction 
Depertment, all won their posi- 
tion thru specialized application 
to the particular policies of 
Publix. Others within Mr. Katz’ 
Executive Cabinet are — Wil- 
iam Saal, head of the Film 
Buying and Booking Depart- 
ment, M. J. Mullen, head of the 
Department of Maintenance; L. 
J. LUndwig, Cost Executive; 
Harry Sherman, Department of 
Labor; , Benj. H. Serkowich, 
Department of Special Promo-| 


tions and Editor of “Publix 
Opinion;” Harry Rubin, Pro-| 
jection Supervisor; Chester 


Stoddard, Personnel Director; 
Joseph Walsh, Auditor; Ralph | 
Orabill, L. E. Schneider, John 
Friedl, Milton Feld, Arthur 
Mayer, and J. J. Fitzgibbons, 
Division Directors of Theatre 
Management; 
Assistant to A. M. Botsford; 
Lem Stewart, Associate Direc- 


ent Executive; Leon 


A. O. Dillenback, Advertising 


Harl Sanders and Harry Hol- 
lander, Stage Talent Bookers; 
Morris Greenberg, and B. B. 
Construction De- 
A. J. Michel, Ac- 


counting Department; M. L. 


Director New York Paramount 


Theatre. 
All of these men, each of whom 


jence 
_}@ustry, by reason of exper 
sjand ability, have been & part of 


ups, 0 
rant Famous-Lasky 


; i t lightly add 
new name is not Us - 
a the rolis of the Publix fam- 
Jily, First the applicant must show 
, background and. history of high 


personal integrity and refinement, 


ed theatres, Publix theatres havel 
accomplished the miracle that|* 
brings peak crowus of the year. | & 
Air-conditioning and refrigerating | 4 
machinery keeps Publix, theatres | * 
at mountain-resort coolness in hat bt 


L. L. Edwards, | 


tor of Advertising and Public-| 
ity; Kendall Way, Maintenance | 


Netter, Film Buying Associate; | 


ment; E. T. Leaper, Managing | 


evenly distributed : 
week by Gack. 2 a ee sti | : Important : t 


/sponse of the public to the organ-| % 


possible to} 
es 


oe heeetete 


heheheh eofoiee $oqohoee fore he bototete 


as well as attitude and ability for 
the position sought. 
single effort in any branch of the | 
vast Publix operations 
| quite the searching scrutiny from 
so many pairs of keen and ex- 
perienced eyes, as does the prob- 
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confidence , 3 5 
that registers upon | J +evopoteohetowe hehe heted | ment department, — 
expenditure of the 
of dollars annuall 
for the paid newspa 
ments, and other p 
A complete newspa) 
as a quick and friend 
ing influence and jdea-exchange,| no mean accomplishment, partieu- 
as well as special advisor and in- larly in view of the fact that com- 
structor, is the responsibility of petitive 
B. H. Serkowich. The music de- firmly entrenched in the field. 
partment, headed by Boris Mer- 
ros, has expert advisors in every 
section of the eountry, to make 
available to every theatre all pos- 
sible resources and knowledge in 
music, as well as to supervise the 
activities of the largest group of 
musicians in. the employ of any 
| single organization in the world. | 

The discovery of and contract- 
ing for stage talent, and film at- 
tractions; 
tuming; of personnel training; a capitol of showdom. Here for the 
| department of scenic design and| ¢rct time on a large egit ae New 
‘construction; a department of bal-| yorx found contact with ie wee 
let instruction that maintains and} yry 
| glorifies with national travel and | tesy and square deal that Balaban 
experience, 
| beauties every week; a special de-| Chicago. 
|partment for the swift discovery | spontaniety of showmanship that 
|and maintenance of expert scree" | made it the wonder theatre of the 
peelings pial cadena oe are| world, and gave a new meaning 
| other ases reat ic in-} 5 a] : e+], 
when you must have cer- +| ye esha pus in-| entirely to show business. Swiftly 


PUBLIX OPINION 
reprints in full this story 
of Publix achievement 
from “Variety” because it 
is one of the most com- 
pact, fact-crammed encyc- 
lopedias of Publix his- 
tory that has ever come to - 
its attention. 

What a rich source of 
material for institutional 
stories, Sunday features, 


ehepehegeeketeteteteretet 


localized news _ stories! 
Every phase of Publix 4| 
progress, from its earliest *- 
beginnings to its present if 
high place in the motion 7 
picture industry is compe- * 
tently covered in this 4 
story! } 
Clip it out and file it + 
for future use! It will in- ¢ 
sure you against the time 4 


tain institutional informa- 
tion with no other source 
available. It is a veritable 
handbook of Publix his- 
tory! 

The account is accurate 
in every detail. That, in 


umph, the figure of Mr. 
Sam Katz emerges in 
such clear and impressive 
outlines, dominating it all, 
should cause everyone in 
Publix to take great pride 
in the genius of his leader. 


Perhaps no 


receives | 


lem of, augmenting Publix man- 
power. No matter what task is in 


view for the applicant, his poten- 
tialities must be far beyond the 
immediate requirement, or he has | 
no chance whatever. This rule ap-| 
plies, whether the applicant ap-} 
pears for duty as an usher oT as} 
a, specialist. 
high quality of initiative and has 
prevented the possibility of “rub- 
ber stamp management.” Another 
policy is the jealously guarded | 
company 
through the activities, ethics and 
reliability of individuals. 


functioning necessary depart- 
Counsel; Frank . Meyer, Pur-| ments The real estate depart- 
chasing Department; _ Jobn| ment under direction of Mr. 
Barry, Management School; | young, with its vast files of 


-|pealty firms and trust companies 


| dence, that in addition to special 


ganization in the amusement in- 
dustry that snugly and effectively 
contains - within jtself completely 


deeds, abstracts, photographs of 
properties, maps, 


that constantly deals in millions 


sonnel, and expert executive con- 


It has resulted in a 


integrity, reflected 


Upon. this simple rule, Sam 


Katz laid the foundation for the 
huge Publix Organization of thea- 
tres which today is accorded the 
highest public acclaim, and com- | 
prises the most skillful and effec- 
tive group of theatre pperatars| 
in all show business. 


Completely Functioning 
Departments 


Today Publix is the only or- 


charts, titles 
and information indexes, is one 


of dollars in many cities. Its per- 


trol, as well as its magnitude of 
business,« surpasses the largest 


of many large cities. The legal 
department under direction of 
Austin Keough deals so constant- 
ly and largely in the problems of 
contract law as well as nearly 
every other phase of jurispru- 


legal counsel for many of the de- 
partments within Publix, a legal 
staff of emminent lawyers is main- 
tained for the endless problems 
that constantly arise in the vari- 
ous far-flung sections where Pub- 
lix theatres operate. The adver- 
tising department under direction 
of A. M. Botsford, is headed by 
able specialists, who advise on the 
public policies, thru the manage- 


N 


| the standardization that 
make possible to all tWeatres most|jon operated by Paramount as a 
of the luxuries and comforts Of | special long run theatre for out- 
the most prosperous ones, deived | standing productions, then came 
~ seientifie researeh on a laTS€|into the Publix fold, and today 
| scale. : 
a noted scientist has operated 4! world’s greatest amusement lane 
| mysterious 2 
{fon re on gare ol a lenrad tenn 
- ae ae te ee a - af 

i Aad atin i *| astounding novelties for theatre-| 
| soers, found their origin. Here in | 
Dr. LaPorte’s laboratory was a, 
testing and proving field for many | 
of the innovations that faced the} 
industry. 
to be useless were quickly discard-| 
ed by all of Publix, while those of 
proved worth were accepted. H 
Here too, much of Publix ex-| 
perimental work of projection of! 
| sereen-sound, was accomplished. | 
Mr. Katz gave the research de- 
partment all possible encourage-| show business takes for granted 
ment, particularly in its work in! as well thought out, and soundly 
perfecting for Publix the compli- investigated. Theatre openings on 
‘eated machinery that gives voice} Saturday, instead of Monday, are 
to shadows. 
lan advoeate for the development | except Publix leaders, suspect the 
of talking pictures for many years. | reason. 


tions. In every case, the 
‘almost as large and eq 
notable. 
veloped in Chicago by A. J. Bal-| many times that sum for enter- 
aban and Frank Cambria, for the tainment, in less attractive sur- 
Balaban & Katz Central Park, | roundings. 

Riviera, Tivoli, Chicago, Uptown 
and Oriental Theatres in the days 
when fierce competition for stage 
talent made the task all but an Broadway and Europe has now 


lide’ the| circuit of stage shows which 
y millions| rapidly assumed its. present 
at provide healthy form. ‘The task of creat- 
*advertise-| ing entertainment that would sat 
» contacts. | isfy thirty-five of the largest cities, 
, to serve} and maintain a steady supply of 
ly co-ordinat-| high standard entertainment, was 


theatres were. already 


Publix’ on Broadway 


When Publix first appeared 
on Broadway, the Rivoli and Rial- 
to were the only theatres to carry 
its banner. When later the mas- 
nificent Paramount Building rear- 
ed its gleaming dome to the skies 
above Times Square, as a tribute 
to Adolph Zukor, founder of 
Paramount, the Paramount Thea- 
tre within it became a revelation 


a department of cos- in showmanship to the world’s 


service, convenience, cour- 


over 600 dancins/ @ Katz had long made familiar to 
With it a sparkling 


the Rivoli and Rialto theatres 
joined the Paramount in acquisi- 
tion of a steady patronage that 


Scientific Research 


% | 
¢ Another department that offers had learned to believe in the sin- 
+ a distinct departure in theatre-| .crity the Publix trademark sym- 

DA ic a eee that found its in-|) lized. The Brooklyn-Paramount 

$ spiration and encouragement in opened its doors a year ago ta 
% | the foresight of Barhey Balaban,| pring to Broadway's neighboring 

relapse panty jp UMed TOIL, dpc gueaMempehes Met 

: , Beat 1 setae orte, and M. J» Mullen.) yept the New York Paramount 
this story of Publix tri- ; These men, beside working out) 
- 

¢ 

* 


ld turning away crowds that could 
could) not gain admittance. The Criter- 


For years. Dr. LaPorte./the outstanding mark on the 


scientific research j, the dominant trademark, one 


Today there is a saying in 
show business that transposes 
the old political adage: “As 
Publix goes, so goes the rest of 
show business.” It is the twin 
‘proverb’ that goes with the 
slogan created by theatre goers 

out the world: ‘“EX- 
PECT EVERYTHING IN A 
PUBLIX THEATRE, BECAUSE 
YOU WON’T BE DISAPPOINT- 
ED!” ‘ 
What Publix does, the rest of 


Those that were found | 


Mr. Katz has been| now the national rule, tho few, 


| The democratic policy of 
As the talkies loomed upon) any seat in the theatre for the 
the horizon, Publix was the) same price; special bargain morn- 
first chain to make the enor-| ing and matinee prices that filled 
mous investment in projection | theatre full during periods that 
equipment, that gave them to) were formerly dead-loss periods; 
the public. Mr. William Saal, theatres of great seating capacity 
General Director of film buying, | that could, if filled, make possib.e 
shared the enthusiasm of his | astonishingly low admission 
chief, and while others hesitat-| prices for attractions of the cost- 
ed, he boldly accomplished a) liest nature; midnight shows, all 
gigantic task in making the ar-| originated by Publix. Broadway 


’ pangements for Publix theatres| first saw Jesse Crawford, the 


that almost instantly revolution-| world’s greatest pipe organ soloist, 
ized show business. in Publix greatest theatre on 


Still another important and in-| Broadway. Paul Ash, whom San 


teresting view of Publix is that Francisco discovered and Chicago 
presented by its stage show de-| developed into a three year sen- 
partment, now directed by I. M. | sation, is another of the present 
Halperin, which produces a com-| Broadway symbols distinctly a 
plete miniature musical comedy Publix creation. 
each week for the leading Publix| Paul Whiteman and his band, 
theatres in each of 35 principal | Gilda Gray, Eddie Cantor, John 
cities. These shows, produced by | Philip Sousa and his band, George. 
noted Broadway 
contain - within themselves the Lawrence, Ruby Keeler, and many 
colorful spirit and qualities of the others of the highest salaried at- 
most expensive Broadway fest | tractions in the world, have all in 


Rudy Vallee, 


show-creators, Olsen and his band, Gertrude 


cast is| person entertained the Publix pa- 
pllw as| trons for less than a dollar, while 
These stage shows de- the rest of Broadway was paying. 


The best entertainment of 


ble one, were soon install- been available to the public at 


ed upon the stage of the Rivoli popular prices, not only in New 
Theatre, - Meaney Une as Publix York, but from coast to coast, and 
frst bid for Broadway attention. | {rom Canada to 
The Rivoli shows 
basis of an organization whereby way to every city in America, and 


stage shows were made available 
for the many ‘of de luxe theatres of anemia that preceded the death 


in Publix in other parts 6f the of the,travelling stage attraction, 
country. 


New Orleans. 
became the| Truly, Publix has brought Broad- 


this in spite of the long condition 


and the crumbling of vaudeville. 


Publix organized all this and Publix too, has exerted a tre- 


the early man-power of Publix mendous influence upon the prac- 
worked out the skeleton of a great 


(Continued on page 6) 


Cs a HO 


KNOWING AND COMP 
BASIC PRI 


LYING 
NITH Pl ES IS 
PUBLIX’ BASIC PRINCIPLE 


(Senior Partner ‘and Associate, Publix Theatres Corperation, 
(Reprinted from VARIETY by Permission.) 


Now that formative and experimental stages of Publix are so 
far behind us in the history of Publix in the amusement industry 
and our fifth anniversary is at hand, the most surprising thing to 
me is that we have been able to completely maintain a certain policy 
which we had been fearful might escape from our control. 

That policy is.contained in a} ——————________ 
thought that Mr. Sam Katz ad-| dren were thinking fast, seeing 
vanced nearly a dozen years ago| Ore go itv yoae more than. We 
and has been jealously guarded 


by all of us, until now, ~ 
“No matter how hard we 
work, or how much we accom- |. 
plish in doing our job better 
than we think anyone else is do- 
ing it for the public, let’s leave 
it to the public to oo pr 
talking,” he urged “We'’ } o 
do the job, and not the talking.” 
It became an understanding 
that the self praise that has al-| 
ways been the favorite indulgence 
of show business from time ype adirwprbsird and sacred concerts in 
memorial, would not find any of | our’ theatres, special novelty weeks 
us enlisted in its conversational| like ‘“‘Syncopation Week,” ‘Take- 
conflicts. A-Chance Week,” “Jazz vs. 
We endeavored to let our work Opera.” Wé@ recognized the will- 
speak for itself. If the .rade press | ingness of the public to patronize 
mentioned us, we had little to/ good music, luxurious and artistic 
say in reply, no matter how much} surroundings, and as far as we 
to our credit the replies could} were able, without attempting to! 
have been. The trade press and | force the pwblic to accept intricate | 
the dailies.drew their conclusions| techniques and things unwanted, 
from their own observations. we catered to the mass expression. 
Now, however, after five years | We have been 
of labor that has proved to us that | 
our efforts were along the correct 
lines, it is pointed out to us that) 
there is a sufficient human inter-| 
est story, and more particularly, 
a business interest story in the} 
development of Publix. What it | 
has achieved so far, and what fts| 
policies for the future are to be,| 
seem to be of enough interest out- | 
side of our business circle to war- | 
rant the story being told. For this non - peak - load  attendence 
reason this issue of “Variety” was| hours; giant theatre signs; re- 
approved, and the facts here pub-|  frigeration plants; nurseries ; 
lished about Publix are attthen- hospital facilities; safety de- 
ticated ones, and not the custom-| vices; illumination and electric 
ary “publicity stories’ which we exploitation signs; institutional 
have always held to be a detri-| newspaper advertising; ¢ 


) 


“presentations.” | 
Later we added vaudeville, but we | 
speeded it up, edited it, renewed | 
it, and developed a ‘background 
different from the then existing 
entertainment. 

By this same manner of think- | 
ing, we developed Sunday noon 


master-of-ceremonies idea, the 
Stage band, midnight shows, 
morning shoppers bargain 


house staff service; 
for all seats on a first-come- 
first serve basis; feature organ- 
ists, magnascopic screens; 

duced prices for week day and 


found in banking or any other| contrary. 


I speak only from our 
business. : 


experience ove 


which Sam would go home to an|tidn. Thus we found that the 
hour or so of his law studies, and | symphoni 
my brothers and myself would | terpieces 
prepare for another day of theatre | economic 
effort. 


to 
ili 


in 


. We 
to the public, together with the studiously avoided a pedantic at- 


titude because observation taught 
us that such a course would be 
possible | repellant to the public. A pur- 
pleasant | poseful informality seemed to 

strike the right note of apprecia- 
tion for an atmosphere o 
ment, also purposefully raised to 
a higher level than 


cost and in the most 


of 


We were conscious of the fact in 


that we were entering the era of 


America’s speed generation. Chil- 
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that were humble enough, 
desperate urge of survival and 
progress was in each of us. 
tunately, we could face all our 
tinees; no tipping; courteous | probieme 


| minds, and I recall the countless 
one price! debates 


lon 
brought for thé benefit of each of 
| us, the experience of our entire 
group. These discussions of course 
built our policies 
policies were 
but they were taught to us by 
the mass publ 
experiments and scrutiny. 
| the nucleus of theatres in Chicago, 


. Publix. 
: these principles have spread into 
ment to the industry. publie confidence to the : 
“We spent a vast amount of| where the public would come in| pel tg angen that is now ae thane of 

time and energy in making plans/ maximum numbers without even. feat Bee: yore — years many phases a 

and trying them out, and finally; knowing what stars, stories or Chicago . ne ¥ whether it bd oe a oe 
in putting them into work. Even| entertainment would be offered. | e Bath ms aed ork or Peo mind te gyn Sam 
after an innovation had become; On this last, our “Take-A-| /, ecg Fat the underlying m awe. sane 
sensationally effective and taken-| Chance Weeks” were designed | po yr umanity are scaled se ga lay ob. always 
for-granted by our patrons, we re-| primarily as a test of Public | New to & ix and h : aon te Pub- 
frained from advancing claim for| confidence. They were imme- er a oe — of the ogg Rase. 
the credit of its origin or exclu- diately successful, and this | tivities pp Pa ound our ac- ae Mg, 20 merit, In an 
siveness. Theatre goers knew and| “blind” week is now a success. | an me Pears ses scope, now, ane rece oe with 
liked it because the discovery was| ful annual novelty program-on a| B cea > iating them from ry “ne plain sight. The 
theirs. ‘Time after time when national scale in our theatres, | : ann 4 to a ennne atded oo Pl come often mar the 
some new idea or novelty was in-| t was our aim to please the pence ane our ability to con- or ® big business, have 
troduced’ into the regular routine} masses, of all ages, creeds, and. gr fer se and fulfill the Noten been presen 

of our theatres, the public dis-/ nationalities. Careful experiment | pare ‘a wid amusement, and | ut tae were eo 

covered and acclaimed it. Thea-| gave us infallible rules to fol- 200m w ened scope, I can — jon, 

tre goers told us they were/low, From many theatres and | prin yom ear why Publix ‘pon righ 

pleased. That was mainly what) hundreds of thousands of berform-| mount all he to me ca make F ~~ and give 
we wanted to know, for it was aj ances, we learned that the mass | heretofore lt “1 panei that’ leadership. bir close-knit 
constant guide-post in dur prog-| public is highly intelligent, highly | pm ate even the pend a riendliness that 
ress. Mr. Katz and my brothers | appreciative, sensitive, and above | or, fons ae we a M ween Mr. Katz, Mr. 
Barney, John, Max, Dave and my-| all exceptionally faithful. i know | ing trumen develop- ema tr. Lasky and Mr. Kent, 
, self regarded our theatres ‘in all) that many noted writers and in-!| Mr. Kats h ; int Publ an inspiration 
the dignity and seriousness that is| vestigators have written to the : as always upheld the x as 


highest 
ethics, and has been the i 


r many years, and outside com 
I remember the evenings when} from the most intense kinds of | Scans em weay ot tee aml nn Anra pany 
bait wamile, WOE" teceince sor NW tae fue Hcg Pemichee hinory |, Only erat Reivn. with on 
seni after the theatre closed,| that young Ameritech demunine te Fer! tony organization he now | rae talent for tact, for promo- 
discussing our problems until the| think, we made it a point to cater Page ey aoe ott yee pebers ose Pent By rig friendship, 
early hours of the morning, after|to the exercise of mass imagina- . Our past made Publix possible. 


experience gives us every reason 


ness can 
creditable 


We aim towards that. 
soundest business princi 


tion for all of us who a 


Publix Strand 
Moines, fa.,, 
ushers disgu 
downtown 
board. 
his presence 
man is tryin 


Saturday. 


poh ape 


citizen knows or enjoys at home. 
We copied the mansions and 
castles of Europe to capture for 
the average human being the feel- 
ing of grandeur we all like to 
possess in escape from our cares. 
Thus in our theatres, anyone, no 
matter how humble, could feel 
equality with royalty or great 
wealth, at any time. 

The natural love of the Ameri- 
can for discovery and pioneering 
was the teacher that gave us our 
greatest encouragement in devel- 
vping many innovations for which 
the public since has accorded 
heartiest approval. 

We separated the conduct of 


our business into ‘departments.’ 
Mr. Katz as president looked after 
general progress and operation. 
My brothers Barney and John 
headed the department of. finance 
and general business. My brother 
Max looked after the films and' I 
took care of gauging the amuse- 
ment desires of the masses, as well 
as the stage entertainment, col- 
laborating with Mr. Katz on mu- 
sical problems, since he had a 
musical education of considerable 
scope, and also collaborating with 
my brother Max who specialized 
on screen entertainment! Bach 
theatre was thus enabled to offer 
a well balanced program of en- 
tertainment units that did not 
conflict, but gave audiences the 
general reaction of complete pleas- 
ure that we knew was wanted. 

We avoided distasteful en- 
tertainment subjects or vulgar- 
ity, or immorality even when it 
could have been amazingly prof- 
itable. We knew from our study 
of the public that these benefits 
w 


studios, Mr. 
great producers at 
trustworthy and intelligent sour 
of information to forewarn them 
as to public trends of thought and 
desire. Thus the twenty-five or 
more millions of ticket buyers 
who each week thronged to the 
hundreds of Publix theatres be- 
came a voice in Hollywood. The 
massed box office statements from | dina 
theatres intelligently operated, | prese 
provided a gold mine of informa-| pl 

tion to Hollywood. Here it was| th 

learned that certain theories were 
fallacious, while others long} 
thought impessible, were perfeetly | ne 
tenable. The audience at any|h re 
Publix theatre easily finds an| him, 
eager and sympathetic ear that! being: 
gets straight thru to the top. So/ of bh 
Sam Katz sits in close counsel | pb 8 
with Adolph Zukor and Jesse e 
Lasky and Sidney R. Kent in the 
problems of Paramount-Famous- 
Lasky. They know that he is one 
man closest to the large group of | } 
people in the world. Familiar with| time 
his ideals, policies and organiza-| wie , 
tion, they accord to him in their! playing 
councils the high place his ability | ? 
has won. He is not only the great- Jesse. 
est seller of theatre tickets in the) Paul Aj 
world, but he is the greatest in- nston 
terpreter of the public pulse and! have | 
heart-beat. ner 


In the short space of less than 
four years, the theatre goer and. spite 
his family have at last felt their, ern bus 
Hollywood and B Toda 


a 


svt 
al 
7 


* 


Since we had begun with noth- 
gs but our savings from jobs 


Thus many of the 
sometimes d 


together with open 


has come a clean , 
entertainment, 


history has the pub-/ earnest 
Me taste in art, and music, and | som: 
Hterature, reached such a high’ play. 1 
point as now. To the movies alone erm 


and discussions we 
innumerable topics 


that} 


for us. These 
few, and simple— 


ic thru endless quiet ‘®¢ high regard the public has for 


From 


principles of business 


nfluence 


Even the partners in Publix mar- 
vel at its phenomenal magnitude 
and efficiency and outstanding per. 
sonnel, in such a short space of 


time. It is they, who ow in- 
timately the history of x com- 
thal de- 


pany and its personnel, 
clare over and over again that 


only a genius could have accom- 


Plished it. 
ty of Mr, Katz 
of Publix would not 


think that modern show buat- 
properly leave a: most 
mark of service to civ- 


zation and future generations, 
It is the 
ple and it 
1 satisfac- 
re grouped 


the greatest persona 


this work. 


WINDOW 


BYE-CATCHE 
Manager G. % 


M, Watson, of the} be complete with 
Theatre, Des! Sam a sorbent net 
una ee nd Pog My spite his humble origin and rise to 
window with an Ouija cc ee 
large sign explained 
oe peeeias: “This 
& to solve the myste 
who killed Sir Richard Berelay 
STRANGE CARGO at the pun. 
eatre, starting 


The story 


A 


fp, 
‘ 


ASSOCIATES 


VARIETY by Permission) 


/ with the opportunity afforded by 
hich will, in a fashion, tell to the 
‘and its place in the amusement 


PUBLIX TELLS 
THE TRUTH 
TO PUBLIC 


BY A. M. BOTSFORD | 
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PATR 


SELLING 
POINTS: 


What a Publix theatre 
does for its community, ac- 
cording to a recently made 
disinterested survey by a 
group of industrial statis- 
ticians and political econo- 
mists. 


Gives it high class en- 
tertainment and a dig- 


% 


fo 


7 
| 


moan 


nified show place, SCORES FIRST TIE-UP 
Forces improvement in ‘arle H 
¥ i Manager Earle Holden of the 
2, piped sr ri business ¥ puplix Fairfax Theatre, Miami, 


Fla., procured for the first time 
lin the history of the Kress 
15 & 10 cent stores, a tie-up with 
|their local store, when “Noah’s 
| Ark” played at his theatre. The 
Kress store dressed its winauw up 
with a miniature ark and a group 
of attractive stills that so aided 


Creates shopping center 
and influences trade. 
Gives expert support to 
to local causes. 

Insures the community 
of a solid institution 


Podeedredodedubedeodrodeotiodee deeded 


that no disaster can 
(Director of Advertising and Public- | shake. the sale of records that the Kress 
ity, Publix Theatres Corporation.) Darton officials declared they would al- 
(Reprinted from VARIETY | ® isco dg 2 to 150 local ways participate in a tie-up with 
by Permission) j the theatre whenever a picture 
The supremely important busi-| *****#*#** 4| with a theme song was shown. 


ness of supplying advance infor- 
mation to millions of people of| 
all walks of life who daily come 
hhave| to Publix theatres for their rec- 
of|reational needs, is a task that 
it! calls for a vast organization and 
a most ingenious one. 

agra If sm business operated to-| 

of| day as it did in Barnum’s time, 
}that job would ‘be just as easy as 


} 


SISSSSESSILE 


FRSA BERD EEL LEEEL EEE EEEEEELEEEES: BASSES LA SDE LESLIE EISELE IES 


‘ it was then and perhaps just as 
x we spectacular. 
; | Today, however, salesmanship 


erage unity | for show business, as exemplified 
+} side by! by Publix, knows much better 
“| than to fool the public. The truth 
; | always, and. nothing less, imposes 
increas- a barrier that immediately de- 
ibil- | nudes the seller of theatrical mer- 
chandise of much of his glamour. 
dol-| Publix. practices truth telling in 
: $iits public information, to the ex- 
wahe city| clusion of all else. We believe it 
it blix|is the fundamental reason we can 
-l!remain in business 365 days a 
city| year in each theatre, year in and 
| year out, and face constantly in- 
of| creasing public acclaim. 


r Cor-| We have only one aim 
oe 


That is 


ex-| to tell the public what we have to 

it I want | offer. We are not interested in 
rt thank | any single attraction at the sac 
tr for the | rifice of others that follow. ; We 
are interested in staying im a 


to | 
| growing and satisfactory business 

| For that reason, if we have a Mis- 
souri jackass on a program as part 
of the show, that is what it is call-| 
ed—not a handpainted translation 
of an Abbysinian zebra. With Pub- 
i lix, a hippopotamus could be an 
awe-inspiring amphibian monster, 
| but he’d die of old age before he 
lever wore a badge as a blood- 
\sweating behemoth of Holy Writ. 
| People want-iilusion and forget- 
| fulness of reality when they come 
| to the theatre. We supply it. 
We have proved that it is unnec-| 
is| essary to lie about it 


oper- | The often quoted statement 
of}made by Sam Katz that Publix 
’ is en- 


employs no “press agents’ 
tirely true We 
journalists and ne 
our employ because they are the 
best trained interpreters of the 
public mood. These, however, | 
function in various managerial 
and other capacities designed to | 
be anything but deceptive. The 


ine in the world Publix wit 
ees : deception of| 


have expert 
wspapermen in 


KEEEEEEELE ELL LESLIE TEED 


oe 


willingly permit is ) af | 
press or public. There is news| 
concerning theatres. Newspaper | 


ovees can best | 
We offer their 
spaper editors, | 
that the matter 


trained Publix empl 
find and present it. 
service to the new 
if they agree 
Surand ig news, may accept . 
with the fullest guarantee ° / 
authenticity, and with every as | 
sistance desired for its verison} 
tion. We have ample assurance 
from emiment editors in “pest 
city where we operate that he 
news is desired by their agp 
and we find it satisfactory to oe 
mit ourselves as ex-officio mem — 
of newspaper staffs in the ee 
of the best traditions and idea 


of jaurnalism. 


tising, the 
pre- 


TO THE PERFORMER 


are carefully taught to 0 
gers, 
We have foun 
profits fro 
our paid a : 
mainder from news stories, ©€x- 
ploitation, and other methods of 
telling our story. 
ltrate on paid newspaper a 
ing, and 
eney by adding 

| Inspiring publishe 
troys that strength. 


tion ; 
chiefly into three classifications: 
Physical operation; e& 
presentation; 
With the many 
loyees 
trouehout the United States, and 
ry ibilit 
of respons. y 
three phases, naturally it takes 
quite a lot of determined instruc- 
tions. | 
zoned and employees classified. 
Thru various organization chan- 
nels we disseminate organization 
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AN OPEN LETTER 


PUBLIX 


1 hroughout the years that have given Publix the leaaer- 
ship it holds in the world of theatres where the stage offers 
a part of the entertainment, Publix has been gratefully con- 
scious of the part played by the performer in that achieve- 
ment. He has ever been mindful of the needs of theatre 
management and has conscientiously met them in a straight- 
forward manner. 

We, on our part, have always endeavored to give every 
possible consideration to the performer. Publix service, 
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N-CREATED SLOGANS 
PUBLIX GREATEST ASSET 


—BY SAM DEMBOW, JR.— 
(Viee-President-Executive, Publix Theatres Corporation) 
(Reprinted from ‘‘VARIETY’’ By Permission) 

Complete public confidence honestly earned and vigorously 
maintained—the goal that Publix Theatres have struggled for 
‘and reached, has never been sp securely in our possession as 
now, nor with as bright an outlook for the future. 


|is believed, to the letter. 


which has won so spontaneous an .endorsement from the 
public, has always extended back-stage to our associates, the 
performers. We have tried, as far as it lay in our power, 
to provide for the comfort and happiness they so richly de- 
served. In our public relations, we have constantly made it 
a point to gain for the performer the high recognition his 
efforts justly merited. 

In the past five years, Publix has created a new entity 
within the industry. For this, the performer is entitled to a 
large share of the credit, which we gratefully acknowledge. 

Publix presented a new kina of theatre, a new kind of 
management and a new kind of audience that demanded a 
consideration from the stage that was new to the profession. 
The performer fulfilled that demand with such ready grace 
that today, Publix Theatres stand first in the esteem of the 
Public. 

Deeply grateful for all this consideration and co-opera- 
tion, Publix pledges its word to the performer that the same 
policy of respectful fellowship will prevail in the future as 
it has in the past. Our fondest hope is for the active con- 
tinuance of the mutually satisfactory relationship now en- 
‘oved between Publix Theatres and the stage profession 
wenerally. We shall always do more than our shate to 
make it so. 
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PUBLIX THEATRES CORP. 


followed. | ly. 
a that the largest] ion,” a newspaper .that looks like 


and. religiously One source is “‘Publix Opin- 
s come from'one and is one. It has the respect 
and confidence of its employee- 
readers because its contents con- 
sist exclusively of sales and oper- 
ating and entertainment presen- 
tation instruction truthfully and 
effectively told. In addition, it is 
the constant voice of its owners 
and most experienced leaders. 
Beside this, each film studio pre- 
pares complete news about every 
attraction. Supplementing these, 
we prepare our own interpreta- 
tions of all studio news. Thus 
every theatre has at its fingertips 
an ample fund of attractive ideas 
and facts, gathered by many pene- 
trating minds. Facts, not fancies. 
There is such an abundance of at- 
tractive facts that it would be 
folly and wasted energy to resort 
to falsehood. 

Another development that had 
its inception in truthfulmess is the 
co-operative mercantile and thea- 
tre paid-ad exploitation. Publix 


m our result 
dvertising, and the re- 


So we concen- 
dvertis- 
try to increase its effici- 
to its strength. 
d falsehood des- 


of theatre opera- 


roblems 
iige but are divided 


are many, 


ntertainment 
and * sales effort. 
thousand em- 
on the Publix Payroll 
h one charged with a measure 
for each of these 


Our operating territory is 


aa a Dn 


i that exceeds the money value of 


| properties trademarked Publix. 


_theatres occupy in the affection of 


“I 


It has taken the most strenu- 
ous effort and careful planning 
to reach it, but now our busi- 
ness is on a foundation that 
rests upon such patron-created 
slogans as: ‘‘You don’t need to 
know what's playing at a Pub- 
lix Theatre. It’s bound to be 
the best show in town.” 

No matter what city you are 
in, you have doubtless heard it, 
if a Publix theatre is there. 
Another slogan that came from 
our patrons and not from our 
advertising department goes: 
“You can expect everything from 
a Publix theatre and you won't 
be disappointed.” 

The years in this industry that 
are behind the careers of Adolph 
Zukor, Sam Katz, Sidney Kent, 
Jesse Lasky, Barney and Abe 
Balaban, Dave Chatkin and a great 
many others of us in this business 
and in this company, have wit- 
nessed a vast amount of invested 
time, energy, and faithfulness con- 
sumed before theatre goers were 
ready to say these things. Today 
those slogans represent a concrete 
principal asset of Publix theatres 


all of the many hundreds of 

Our investment in property is 4 
guarantee of good faith and as- 
surance that our entertainment 
will not be harmful, or our operat- 
ing policies improper. 

The theatre goer has had 
demonstrations of good faith in 
so many directions from us that 
what we say in our newspaper ads 


This is the fulfillment of the 
purpose that inspired the instal- 
lation of the refrigeration plants 
we were first to install in thea- 
tres, and for luxuries,° comforts, 
and conveniences offered in our 
manner of operating theatres and ; 
our selection of entertainment. . 

The patron-confidence in Pub- 
lix is the reason that permits us 
to build a Publix theatre far from 
beaten paths, in many cities, and 
watch instant success come to that | 
remote playhouse, as well as swift | 
and certain development of new ; 
and prosperous business districts 
to surround it. 

The investment of time and 
energy and capital and honesty j 
that we have made for years to : 
encourage publie confidence and 
belief in us, has ‘rown into a 
sturdy creation in its fifth year. i 
The public not only grants that we 
have earned the place that Publix : 


Tsien nananaas emia catenins 


theatre-goers, but it eagerly and 
spontaneously comes forward to us : 
in many unexpected ways to en- } 
courage us to even further effort. 

Publix Theatres are well named 
and have earned the right to the 
name. This is apparent from the : 
fact that the public esteems Pub- { 
lix so highly that now in nearly : 
every community, there is no i 
second choice. 


has successfully pointed out to na- : 
tional advertisers and merchants : 
that the attention of 40,000,000 
daily theatre goers may easily be 
diverted to merchandise if mer- 
ehandise is associated in its ad- 
vertising with the theatre. Thus 
it happens that millions of hither- 
to unspent advertising dollars are 
flowing from mercantile sources, 
as the direct result of theatre in- 
fluence. A velvet manufacturer } 
who recently supplied us with ma- 
terial for costumes, caused to be 
spent a quarter of a million dol- 
lars in newspapers to advertise the 
fact. There are countless similar 
examples. All these efforts intel- 
ligently and forcefully told in the 
simple terms of truth, are convinc- 
ing. We attribute our leadership 
in the theatre field as much to our 
policies of public appeal as we do 
to our methods of operation, or 
standards of entertainment. 


5 


nearer veers ore 
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By RALPH KOHN 
(Treasurer, Paramount Famous Lasky Corp.) 
(Reprinted from VARIETY by Permission) 
A camplete and elaborately comprehensive survey has been just 
finished by the statisticians of Publix Theatres, with a view to 
checking the contribution of Publix Theatres towards the communi- 


ties in which they operate. 


\ This survey, made from a close]> 


study of a large number of repre- 
sentative Publix-theatres of all 
types and in all sections of the 


country, reveals that out of every 
dollar a Publix theatre takes in, 
in its community, 43.3% of. that 
dollar remains in the town where 
it was collected. The survey is 
“one never before attempted by a 
theatre chain and only a few times 
by any other chain operation, in 
an-any industry. 


The comparison of the 
amount of money left in a town 
by the Publix Theatres chain is 
so much higher than any other 
industry chain that the facts are 
compelling and should prove of 
tremendous interest to local 
chambers of commenrce,_ busi- 
ness executives, banks, etc., in 
every town where Publix oper- 
ates. 


The survey credits the commu- 
nity only with amounts paid to 
individuals living in the commu- 
nity or to concerns whose busi- 
mess is purely local. Among the 
items not allowed fer local expen- 
ditures are telephone and _ tele- 
graph and freight and parcel post, 
insurance and depreciation, some 
of which money undoubtedly is 
spent locally. Thus the 42.3 cents 
figured for local expenditures is 
rock bottom. 


Up to 49.96 cents 


Likewise the survey shows that 
it is clear that the community is 
allowed to furnish all the goods 
and services it possibly can. This 
is shown by the fact that in cases 
ef deluxe house operation where 
more money can be spent locally, 
by reason of larger local operating 
personnel, the figure goes up to 
49.96 cents.. The medium-sized 
town receives 41.04 eents back be- 
cause it fails to have some of the 
goods or services needed in oper- 
ation, while in smaller communi- 
ties the same causes bring the fig- 
ures down to 37.94 cents. 


Of the 57.7 cents of every dol- 
lar that does go out of the local 
community, a large share goes for 
material and labor that could not 
be obtained locally under any cir- 
cumstances. More than 36 cents 
goes for the “‘show’’—film rentals, 
production of stage acts, special 
imported talent or for special pro- 
grams or performances. 


It seems entirely reasonable, 
therefore, that Publix is not a 
community neglecter. The com- 
munity is allowed to furnish 
the theatre about all the goods 
and services is it capable of 
furnishing. 


- But what about Publix’ value to 
the community as comvared to a 
locaily owned and operated thea- 
ytre? Do not the figures quoted 
above apply equally well to the 
independent theatre? 


Standing the Gaff - 


The advent of sound pictures 
with the comparatively prohibi- 
tory costs of installation, the high 
expense of servicing and upkeep 
and the extremely high rate of de- 
‘preciation on the equipment that 
must be assumed, the indispens- 
able need of trained operators and 
an inereased exhibition person- 
nel, has made the going extreme- 
ly difficult for the independently 
owned and operated theatre. The 
records of the number of houses 
that have had to close their doors 
beeanse they were not able in 
most cases to stand the financial 
“waft” is proof sufficient to show 
that they were not making profit. 


See e eee e me meneeeny 
PUBLIX FACTS 


Nearly 50 cents of every * 
dollar taken in, in any Pub- 
lix theatre, remains in the 
community where that Pub- 
lix theatre is located. 


2,500,000 people go into 
Publix theatres every day; 
within the corporate limits 
of lix theatres are 790,- 
745,000 people; Publix pro- 
vides for these millions 
2,000,000 seats; this means 
that a comfortable seat in a . 
clean, well ventilated thea- 
‘tre has been provided for 
each one out of evety 36 per- 
sons who reside in the com- 
munity where the theatre is 

’ located 


Actually, one out of every 
26 of these persons does at- 
tend Publix theatres every 
day. 


. A total equivalent to one- 
fourth of the entire popu- 
lation of these lix com- 
munities visit the Publix 
theatres each week. 


wanted. Its trained executives 
and its personnel made the new 
ideas in entertainment come to 
life. It has built, and is building, 
magnificent theatres to match the 
entertainment—things the inde- 
pendent owner-operator in many 
cases is not able to do. s 


In some cases, Publix, instead 
of taking money out of the 
community, puts it into the 

. When the .com- 
munity requires, of lack 
of support, that Publix spend 
with it more than 42.3 cents out 
of every dollar that it takes in, 
it is demanding that Publix 
give it money for which it can- 
not render any service. On the 
average, 42.3 cents of Publix’ 
expenditures is all that any com- 
munity is equipped to give an 
economic return for. 

Executives of Publix find that 
in the actual analysis of Publix 
financial responsibility in the com- 
munities in which it operates, they 
have an argument that can con- 
vince the most skeptical “local 
loyal restdent” that a Publix thea- 
tre in a town is a tremendous as- 
set to the community—that, far 
from being a soulless chain corpor- 
ation, which takes its toll out of a 
town and makes no financial re- 
turn, the exact opposite is the 
case, and that the coming to a| 
town of a theatre chain operation 
like Publix should be eagerly 
sought for and heartily welcomed | 
by every progressive citizen in ev- 
ery progressive community. } 


| 
RED SHADOW CAMPAIGN 


An effective follow-up stunt was 
used by Manager H. L. Davidson, 
of the Publix Columbia Theatre 
Davenport, Ia., to publicize the 


‘Red Shadow,” when he sent a 


man, in the costume of the screen 
character, to visit all the depart- 
ment stores and other spots where 
people were likely to congregate. 
The first day, the man wore no hill- 
ing of any description. The second 
day, he went to the same places 
with a small ecard on his back stat- 
ing: ‘The Red Shadow Is Coming."’ 
The third day he passed out her- 
alds and on the fourth day, he 
made the same oe with a large 


Publix” was strong enough fi-| 


‘naneially to spend the money ne- 
cessary to give the public what it 


: |} at the present 


da,” 


‘DEDICATORY 


H Yo the entertainment and | 
4) recreation of all the people, | 
H| Paramount - Famous - Lasky i 
H) and Publix Theatre Corpor- |; 
H| ation dedicate every resource | 
H and effort o¥ Paramount Pic- |f 
4) tures and Publix Theatres. |; 
i To all the people of this: 
| and future generations, ir- |f 
4 respective of age, race, creed, 
H or walk of life, the twin 

| trademarks of Publix and 

4) Paramount beckon their in- 5 
H| vitation to escape from care, 

4) and to find lansatiter, sym- |F 
H hy, enjoyment, tolerance § 
i aaa Saar the imaginative jf 
H) interpretations of life afford. 5 
Hi ed by the choicest represen- | 
H} tatives of all the arts. : 
S|} ©. Fulfillment of this purpose 
d| to provide the highest stand. 
3} ard of recreation for the ; 
4| greatest public benefit, is 
H} seen in that unparalleled | 
dj) achievement which brings § 
i 25,000,000 theatregoers of : 
| the United States to Publix § 
H Theatres and Paramount : 
4] Pictures each week, in ad- 5 
Hi dition to the countless mil- i 
4 lions all over the world who |f 
#| enjoy Paramount pictures in |; 
H| their respective communities. |F 
; Humbly, and gratefully 5 
at conscious of the great honor § 
4| indicated by this universal § 
i expression of public ap- i 
=| proval, Paramount Pictures |) 
|| and Publix Theatres solemn- 5 
5) ly pledge to always strive to FF 
§} deserve this honor, and to 
§) hold as a sacred obligation, §f 
g| the confidence entrusted in 7 
| them by the people. ... ... F 


PARAMOUNT FAMOUS 

LASKY CORPORATION 

By: ADOLPH ZUKOR, 
President 


PUBLIX THEATRES 
CORPORATION 
: SAM KATZ, President § 


(Reprinted from VARIETY 
by Permission.) 


— j}made showmanship history. 


$7,000 IN FURNITURE 

In exploiting “Where Hast is 
East” at the Publix Olympia The- 
atre, Miami, Fla., Manager James 
H. McKoy borrowed some bam- 
boo poles, artificial flowers and 
other oriental effects from local 
furniture stores. The Nippon Art 
Company loaned the theatre 
$7,000 worth of oriental furniture 


to he used in the lobby to com- | 


plete the enchanting Chinese set- 
ting. 


RUTLAND 
STOPS A 
PANIC 


In a town nearby Rutland, Vt., 
a gang of hoodlums set up a cry 
of “fire” in a crowded theatre, re- 
sulting in a near panic. The 


Arch Reeve, Paramount Di 


West Coast, sends in the follo 


mount pictures 
of production. 


now in the 
File this for fut 


Five productions are in the cuttir 
virtually completed and previews 


pictures are as follows: 

“Fast Company” — a wise- 
cracking comedy with Jack 
Oakie and “Skeets” Gallagher, 
the Harmony Boys in “Close 
Harmony,” and Evelyn Brent. 
Eddie Sutherland directed this 
story of a hick town baseball 
player which was adapted from 
a play by Ring Lardner, Oakie 
as the home-run terror from 
the tall timber gives a perform- 
ance that's a comedy classic, 
I’m told. 

“Tilusion” —- Buddy Rogers 
and Nancy: Carroll in a spectac- 
ular drama that the studio has 
tried to’ make bigger than 
“Close Harmony.” Based on 
Arthur Train’s new and best- 
selling novel, this is a story of 
society and the stage and how 
they don’t mix. Besides Buddy 
|'and Nancy there’s.a big cast 


directed by Lothar Mendes. 

“Why Bring That Up?" -—— The 
Moran and Mack picture which got 
la great reception at the convention 
lin spite of being over-length. Sev- 
eral thousand feet have been cut 


out and the action has been speed- | ne 


week 
jmore distinctly as a big money! Clara 


led up a lot. It stands out even) 


| picture. ae 
'“"The Kibitzer” —- The industry's! 


jmilton and others. 


John V. A 


Abbott, 
ifirst Hebrew dialect comedy, with | cutheria 


| Harry Green in the title role, sup-| cludes 


H} |ported by Mary Brian, Neil Ha-jthure 
An all-talking | May o 


| picturization of the stage play that | Ger 


i, comedy “Wolf of Wall Street. 


which he plays a gangster who 
[gets caught in the draft, is a hero 
\in France and comes home to be 
'made chief of police. An unusual- 
lly strong cast includea Esther 
| Ralston, Warner Oland, ‘Raymond 
Hatton, Morgan Farley, O. P. Heg- 
jgie, Charles Sellon’ and Dorothy 
|Revier. It was directed by John 
Cromwell, co-director of “The 
| Dance of .Life.” 

| That it's A New Show World is 
| further proved by the five pictures 
|now in production. 
;geod. Listen: 
|“The Love Parade"—This is the 
| biggest of the pictures now shoot- 


Be. 
W 
jing, and it would not surprise me | OPP 


PA 


I 


They all look | Of Gene 
the one 

ntly. me 
‘iis B. 


to.see it turn out to be the most Duke. 
| ublix 


jimportant talkie made to date. | 
| It's the screen's first original ope- | 
Prone with Maurice Chevalier and | 
| Jeanette MacDonald in the central | 
|roles, supported by everybody in 
pictures from Lupino Lane and 
Lillian Roth to Ben Turpin. Ben‘s 
in it, really. The director is 
Ernst Lubitsch, who has just been 
voted the industry's BEST Direc- 


“smart alees” were caught and ar. |'°" in the annual Film Daily poll. 


rested, and the newspapers com- 


| Victor Schertzinger’s songs, Guy 


mented upon the outrage editori- | Bolton's libretto, a lavish produe- 


ally. 

T. W. McKay, 
Publix Theatres i 
weekly fire drills 
approached the Rutland Herald 
and invited the editor to attend 
one of these drills. This resulted 
in a news item in the paper ex- 
plaining that patrons of the Pub- 
lix Theatres were safeguarded 
from panic by a well drilled servy- 
fee staff. The story helped to 
counteract pul & fear the public may 
have had of attending the theatre 
after the excitement in the near- 
by town. 


COAST CHANGES 


The following is. the correct 
managerial setup at San Francisco 
time: 

“California,” Nat Holt; “Grana- 
Leon Levy; "St. ancis,’’ 
Karlin. 


city manager for 
n Rutland, holds 


for his staff. He | “Sweetie” 


tion, and @ dozen other reasons 
that I'll list later make me figure 
this one as too big to guess about 
i now. 
~~This is my pet picture, 
It's George Marion Jr.'s first ori- 
ginal musical comedy, It has a 
college background. There isn’t 
a serious moment in it. It is be- 
ing played by Nancy Carroll, Helen 
Kane and a rip-snortin’ buneh of 
good-looking kids. At least two 
and maybe three of its half a 
dozen songs are sure to be hits. 
It has funny dialogue, enough ro- 
mance to hold it together, plenty 
of comedy situations and gage 
(new ones, too) and a climaxing 
football game played for laughs 
and excitement. Listen for “The 
Prep Step,” Sweeter Than Sweet” 
and “Alma Mammy.” Frank Tut- 
tle. holds the megaphone. 
"This is Rich 


Phd eat Doctor 
ar ix's last picture for 4 
mount. And because it is, Pg 


trying hard to make it @ good one, 


vd 


he is|toe 
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“The Mighty”’—-George Bancroft's [¢’, 
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nt as it has been, the Publix Circuit of | 


ion of theatre building as distinctively 


res, presentations and music. 


ments with glass screens, in which 
was used a translucent, milk glass. 
And, by the way, here’s an inter- |; 
esting program, a typical one of | 
the year 1903, at which time I 
was art director for the Proctor} 
theatres. 


In that capacity, I first came jin | 
contact with motion pictures used | 
as a feature attraction, and began 
experimenting with the proper 
showing of motion pictures. The 
following is a program of the 


; 
FIFTH AVENUE THEATRE, . 
NEW YORK 
Continuous Performance 
From 1:00 to 10:30 p. m. 
A BIG STOCK COMPANY 
“TRILBY” 
A play in four acts) by 
GEORGE DuMAURIER 
And the following acts 


) Reappearance in New York of the 


Once Famous Boy Soprano 
CYRIL TYLER 
Now a high-class tenor 
TOM BROWN and NEVARRO 
Eccentric Character Change 
Artists, Introducing 
‘“‘A CHINESE COURTSHIP” 
BUSH and GORDON 
Comedy Acrobats 
LIGNETTE SISTERS 
In a Singing Speciaity 
J. WARREN KEENE 
Card and Coin Manipulator 
BARRY SEEBACH 
Novelty Bag Puncher 
MARY MADDEN 
Monologist 
And Most Interesting of All 
THE KALATECHNOSCOPE 


Presenting Up-to-date Photogra- 


wi phic Records of the World's Latest 


Events 
Special Seasonable Holiday Views 
for the Little Ones 
A Popular Orchestra—Conducted 
by George E. Collins 


I RE 


\ 
ii 


SUNN 


THE HOUSES 
MANAGER 


By DAVID J. CHATKIN 
(General Director. Theatre 
Management, Publix Theatres) 
(Reprinted from VARIETY 
by Permission) 

Helping the local theatre 
manager to take his place of 
prominence in local affairs, 
as befits the official repre- 
sentative of the local insti- 
tution that daily touches the 
lives of countless local cit- 
izens, is one of the biggest 
advances I have noted in 
theatre management under 
Publix operation. 

Contrary to the witty ob- : 
servations of some wags, the 
precise manner in which our 
theatres operate in even the 
most minute detail, is re- 
garded by us as one matter, 
while the freedom, of per- 
sonality of the men in 
charge is quite another. 
Publix wants its local man- 
agers to participate in civic 
affairs and share the respon- 
sibility. of community lead- 
ership. 

Out of the 1,100 or more 
Publix theatres we operate, 
I could point to many hun- 
dreds of men who as man- 
agers or assistant managers, 
are the most prominent, 
popular and influential fig- 
ures in the community. They 
head lodges, charity commit- 
tees, and scores of other 
activities. At the same time 
their theatres are operating 
at top efficiency and in a 
|= manner that the public best 
likes. 
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|cial growth was conducjve to fur-| 
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Publix Has 
Best Sound 
In Industry — 


Manager Ezra Levin of the 
Publix Tower Theatre in Chicago, 
Ill., was quick to tdke advantage 
of the recent aeroplane endurance 
flight of the St: Louis Robin by 
having a slide ready with the 
word “Landed” on it, as well as 
a space to fill in the number of 


hours of consecutive flying that 
the plane would complete. When 
the plane landed, he used the 
slide on his newsreel with shots 
of the men and the plane which 
reacted very favorably with the 


patrons, who responded with loud 
cheers. 


“Cn 


geet enone npnerennrereccnngenenneag eaten 


STATISTICS 


From a survey of the 
amusement industry, made 
by statisticians, indicating 
the gigantic operations of 
Publix Theatres: : 


»With population of 75,- 
000,000. 

A seat for every 36 per- 
sons at every performance. 


(Reprinted from VARIETY 
by Permission) 
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BOUQUET FOR DALLAS 


MOM ee ea 2 
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ET 


The Dallas (Texas) Retail Mer- 
chants Association joint committee 
co-operating with the American 

| Institute of Architects, has award- 
ed honorable mention to the re- 
icently remodeled “‘Palace Theatre” 


4 Tee i aad s an ‘outstandingly beautiful ex- 
PAT A TTPO ECU THe UR ea j 
AA }ample of a remodeling job. 


ther speculations in new, larger} craft about which he wished to be 


land more 


commodious theatres.|advised. He was then a young 


\In the larger towns theatres of all|man, very youthful looking and 


sizes and character sprang up. 


| with a reserved personality. 


He 


It has been often asked “just | talked to me about new theatres 


what 
progress of this industry?” 
one may answer, that the com- 
forts and service connected wit 
the 

races ‘“‘neck and neck’ between | 
theatre constructing and film stu- 
\dios for better production plus | 
suitable, 
able show houses, are respondibie. | 


Theatre Construction 

The art of theatre construction 

is ever changing, for the reason 
lthat as new construction methods 
|are devised, the design of the thea- 


is it that forces the rapid | that older men were ill at ease tc 
And | prophesy or discuss. 
ship was inspiring. 


His general- 
In discussing 
hijfuture construction of palatial 
up-to-date theatres and the/| theatres with architects, engineers 


craftsmen and artisans, his ideas 


an 


beautiful and comfort-/|to be correct. 


Visions of Years Ago 


|were clear, concise and idealistic. 


The matter of building large 
d adequate stages with all mod- 


ern equipment was a vision of Sam 


Katz. 


I can recall when a presen- 


According to Vice-president Ex- 
ecutive Sam Dembow, Jr., there is 
no doubt but what the best sound 
in the industry is in Publix thea- 
tres, due to the herculean efforts 
everyone has made to systematize 
equipment and its handling. in 
every theatre. ; 

Besides the effort made by de- 
partment heads and home offtce ex- 
ecutives, many improvements have 
been made in equipment by Publix 
experts. Dr. N. M. LaPorte, in 
charge of the research division, 
and Harry Rubin, head of the 


‘Department of Sound And Pro- 


jection, have accomplished 80 
much that equipment manufactur- 
ers are coming to them for advice, 
instead of the reverse, as hereto- 
fore. Mr. Rubin and his entire 
department, through the medium 
of “Sound Tips’ bulletins pub- 
lished in Publix Opinion, have edu- 
cated projectionists everywhere in 
the up-to-the-minute develop- 
ments. 


SOUND NEWS IN 
TAMPA BIG. 
EVENT 


To inaugurate the installation 
of Paramount Sound News at the 
Publix Tampa Theatre in Florida, 
Manager A. M. Roy had the Mayor 
of the town officially state the 
showing of this new short feature, 
by having. him turn the switch on 
in the projection booth of the the- 
atre. This stunt was good for a 
two column picture in the local 
newspaper. The trolley cars of the 
town were plastered with “eye- 
catching’ posters heralding the 
introduction of Paramount Sound 
News to the city of Tampa. A 
huge colored canvass 30 ft. by 5 
ft.,.with copy reading: ‘Here Now 
Paramount Sound News At The 
Tampa” was prominently dis- 
played over the trolley wires on 
the maim street of the town. All 
ads and advance publicity gave 
foremost position to the new 
sound short, 


“RED SHADOW” 
ATTENTION 


tation consisted of a $40 painted G R A B B E R 

back drop and a $50 soprano. With 

a green light projected on one side A stunt that compl 2 
pletely over 

and a pink light on the other. But| shadowed anything else in Man- 

the ambitions of Mr. Katz were |acer Charles G. Branham’s cam- 


‘ . ; |for greater, larger and more’ im-| Se 2 x 
were placed within the theatre to 3 5 paign on “The Desert Song”’ play 
nieuoct the first and: eetond, ak: (et ee meant! ing at the Publix Alabama Thea- 
seetes,  Lacifes, alobel will Walt” Set ee sa La Birmingham; Ala., was a tie- 
able to tell you the many blasphe- een for a stage—one, was for 4/ up with six different merchants in 
|mies that were directed at the ar- eh stage, the other for a larger jhaving the mysterious “Red 
) seating: All these requisites) Shadow’ lurk about their stores. 


itec he o or for the’ ob- 
hitect and the ownelaee As the }cnansed thé planning of theatres, |News of this stunt broke with a 


inécessitating steeper and larger full page co-operative ad three 
balconies and mezzanine to aid in| days prior to play date; copy on 


tre changes with them. For in- 
stance, there was a time, due to 
'the fact that steel frame work had 
‘not.yet been perfected, partjcular- 
lly the cantilever system, columns 


His theories have since = 
| 
| 


Some program, even for that 
stores | Year, and I also note at the bottom 
s. of the program that the ills er thnag 
service department were even then 

ane a problem, as follows: 
with a | Warning to Patrons. Ushers 
red |and other employees are not per- 
mitted to accept fees. Under no 
leircumstances are ushers allowed 
to accept money for exchanges tojc 
reserved seats. structed view of the stage. 
|manufacture of steel was improved 
land perfected it influenced theatre 


eeer.” 
ie! Satur- 
vith a violin 

a platform 


ht see the 
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adjusting the seating problem. 


show, unlike 
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other 
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ideal 


SILER COPY! 
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| The film was projected from the 
irear, flickering on a thin muslin 
isheet. With each successive im- 
|provement new apparatus was 
|j}made and experimentea with until | 
lenough light would be projected | 
ithrough the film to project from 

ithe front of the theatre. Steel | 
| portable booths were made where- 
lin to house the machines to pre- 
| vent the fire hazard, and from this 
ithe present day, built-in-fireproof 
| booth became quite a perfect piece 
jof engineering and construction. 


During the War 

During the period of the World | 
War there came over the entire 
nation a hunger for amusements, | 
and a lightening of the heavy spir- | 
it that in the beginning of the war 
gave foreboding of the misery and 
gorrow that were to be expected. 
There was an anxiety to see and 
know the true facts, and the news 
reels added considerable interest | 
to the motion picture public. 
brought fresh picture fans. Finan- 


ee ‘ nnvnnnnnaneaeev Ua eenuee naga UPeTeR PEAR EERE APES RATEHE Mt 
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If it’s made locally, have a paper-print made from the negative and 
send it to PUBLIX OPINION for reproduction for the circuit’s benefit! 


construction and design. 

Of the many theatre operators 
with whom I came in contact dur- 
ing the years.1910 to 1920, a per 
iod wherein a great many of the 
su 


were developing their enterprises 


on a solid footing (I mean to say} 
ithat the motion picture theatre | 


was growing from a “‘Nickleode- 
on” into a form of entertainment 
acceptable and patronized by the 
American public, who demanded 
larger and better theatres) Mes- 
srs. Balaban and Katz were to me 
the most impressive and enterpris- 
ing. Theatre owners from all the 
parts of the world came to see 
their theatres, operation and serv- 
ice, and it is not amiss to state 
that many of them came and cop- 
ied, and took with them those 
things which today are still pat- 
terns of good theatre construction 
and showmanship. 

It was in 1918 that I met, for 


It | the first time, Mr. Sam Katz, in re-| operations effective July 16th suc- 
|gard to some matters of stage-|ceeding Mr. H. C. Sullivan. 


ema 1a 


ecessful motion picture owners | 


the page besides giving the thea- 
| These things -our experience | Te prominence, listed the stores 
|has taught us, that as an educa-| Where the Red Shadow would 
tional medium, the motion picture visit, aswell as explaining how 
theatres have done more to en-| Deople. could win passes to see the 
lighten the people than some | Dicture and win $10.00 worth of 
,schools have done. | merchandise. 


The old saying was ‘“‘make it 
any color so long as it is red.’’ And 
the science of color harmony has 
been put into practice in our mod- 
ern movie palace and ‘“‘the trage-| 
dies of plain painting” no longer | 
exist. The fireside no longer holds 
the family gathering with its at- 
tractions of popping corn, and '‘bal- 
lads of thesday. It is the theatre 
that now attracts them, and the/| 
theatre must have the intimate, 
livable quality. 


PARAMOUNT 
STOCKHOLDERS 


There are nearly 10,000 
stockholders of Paramount 
Famous Lasky Corporation. 

.Every state in the Union 
and 18 foreign countries are 
represented in the list. 

The greatest number re- 
side in New York; 2nd, 
Pennsylvania; 3rd, Massa- 
chusetts; 4th, Illinois; 5th, 
California; 6th, New Jersey; 
7th, Connecticut; 8th, Ohio; 
Qth, Michigan; 10th, Mis- 
souri; 11th, Minnesota. 
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: 
THATCHER TO MICHIGAN | 
| 


Mr, H. J. Thatcher was appoint- 
ed manager of the Michigan sue-| 
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{Ed Olmstead’s 


Anti - Slump. 
Dope 


By ED OLMSTEAD |. 

i ce vertising 
Division Dirceter of Aavertiaing Ona iE] 

The school opening will keep 
the parents at home and every-} 
body will go to bed earlier, so, | 
the natural conclusion is that) 
there should be an inducement) 
for early evening show attend- 
ance; which might be in the form 
of a matinee price extension cou- 
pon or ticket distributed to school 
kids during the month of Septem- 
ber. The gag is that afternoon) 
prices’ would be continued until at 
‘lor 7.30 for coupon holders, The} 
'}eoupons could be issued through 
the schoo! book stores, where the 
kids, load up with their new 
books. 

School-Theatre Safety stunts 
are chestnuts but might be re- 


GOOD TALKING 
‘POINTS ON 
AD RATES - 


Reprinted from Variety — 
by Permission > i i 

Survey of newspaper advertis- 
ing rates, made by statisticians in|. 
the department of Advertising 
and Promotion of Publix Thea-| 
tres. reveals innumerable incon- 
gruous conditions that face the 
seller of amusement merchandise 
in every section of the country. 
A similar survey of billboard and 
other outdoor media of advertis- 
ing made a year ago resulted in 
a 60 per cent cut. ; 

- Rates are invariably based on 
“all the traffic will bear,” accord- 
ing to the survey, rather than on 
costs and certified circulations, and} 
rarely are similar situations ac- 
corded anything like the same 
treatment. 

The newspaper with the largest 
circulation in the United States, 
the New York Daily News, gets 
$22.40 an inch, which is the! 
cheapest circulation rate per 100! 
thousand readers in the country 
by a wide margin. Its treatment 
of amusements is based upon the 
same plane as any mercantile ad- 
vertiser. About 10% of the news- 
papers used, follow this policy. 
Elsewhere about the country, 
however, the 365-day-a-year mo- 
tion picture advertiser usually 
Pays the same rate that is asked 
of disreputable transients—prob- 
ably to make up for the unpaid | 
bills of the latter. 

No other local advertiser is dis-| 
criminated against except: local | 
theatres. | 

One hundred and ninety Publix 
theatres, buying space in 221 daily , 
newspapers in 70 cities that range! 
from New York to a dozen cities 
ef 5,000 population, average an in- 
dividual requirement of about 
four million inches per year in the 
daily newspapers of the 70 cities. | 
Coverage figures, based on the 
1929 year book of Editor and 
Publisher, indicate duplicate cir- 
culations in staggering propor- 
tions. Other Publix theatres fall-. 
ing into various classifications of 
operating conditions, indicate a 
space use larger or smaller than 
the average that goes to make up 
the four million annual inchés, ac- | 
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_ PUBLIX-PARAMOUNT 
_ TO THE PRESS 
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aye . and) 
(Reprinted from VARIETY by Permission) Ae iL 
On this occasion, the fifth anniversary of Publix Thea- 
tres, and the twentieth anniversary of Paramount-Famous 
i Lasky Pictures, we wish to publicly pay our respects, and 
| voice our grateful appreciation to the public-press—our 
ie principal guarantor to the people for the integrity of our 
| efforts and promises. 
KS We want to repeat our public policy and to pledge anew 
__that Publix Theatres and Paramount Pictures will always 
strive to earn and maintain that high public confidence in- 
dicated in the leadership that has been awarded us. _ 
The task we have set for ourselves in providing refined 
relaxation and the highest standards of entertainment for 
all the people, would have been impossible to achieve without 
your sympathetic understanding of our problems and those 
of the people. That we have been able to progress th us far 
has been largely due to your keen ‘ge 9p Paar of pues 
duty and willingness to assist us in the discharge of our ! 
ahlivktiaan : vived to cash in on the school 
We have endeavored to provide the most comfortable and }|opening publicity, Some newspa- 
luxurious theatre that modern science could create, and to ~pers will still go for this one. 
conduct them as community centers for the benefit of all the Not much box office but maybe 
people, just as you provide a public forum for all the people. ‘| some extra free advertising to the 
Wherever there is a Publix theatre, the enterprising | kids. it 
public press has extended the first welcoming band and the Darn few schools have radio 
first willingness to assist it in fulfilling its community mis- sets and a theatre might set aside 
sion. Fortified by this aid, Publix Theatres have been en- each of the four weeks in the 
abled, not only to provide for the recreational needs, but to month for a different school to se- 
aid materially in the economic progress of the community. eure a radio. The theatre, a ra-|j 
Sa]. This is apparent from the rapidly growing commercial’ dis- 4 | dio dealer and a newspaper might | Z 
tricts that soon envelop the theatre that draws the’ crowds. | divide the cost of a set and give = 
You will be glad to know that in this day, when maij-order | | it to the grade turning in the larg-| & 
catalogues provide for almost every human need except recre- ‘est number of time extension cou- | : 
ation, the commercial life of every community is finding val- | pons during the week. A differ-| © 
uable assistance from the theatre-crowds. These crowds learn ;ent school each week. Compli-! 
of our entertainment mainly in your columns, which fact is |cated as hell but worn sen ; 
another mark to your credit. [y | Budgets permitting, book jack- 
As you reflect the public mood and progress, we provide iets for the new echool books 
the recreational need. The millions who patronize our thea- might be Imprinted by the theatre | 
tres are the constant readers of the dafly press.» They are jiand distributed by the stores. 
the people who make your daily grist of news. As you mirror i 
the | 


| | Just advertising. 

them day by day, portraying the romance, high adventure, day | Musical instruments for 
dreams and tragedies of life so do we also mirror their life |poor kids who can’t afford them 
in symbols of imaginatfon. By their respons, the people in- ; are always good bait for newspa- 
dicate their desire for that recreation. We show what you |#/per angles and the opening of 
tell. In so doing, we endeavor thru high ideals and honest }'/ school season might be a good 
presentation of the arts and talents, to fulfill a mission of | time to hang up a couple of violins | 
constantly increasing public benefit. We have adhered faith- |Or a saxophone for the kid who} 
fully to this policy, thru the years, and it has brought us the || saves the most programs, or some-| 
public good will that gives us leadership in the amusement |thing. Music store might donate) 
industry. and newspaper might sponsor, | 

In gaining and holding this high place, we have ever been Just a gag to make them Publix | 
guided by the highest ethics and ideals of the public press. conscious but not much b. o. 
Our public duties and yours have many similarities. Just as The Parent Teachers Associa-| 
fulfillment of yours is measured in reader confidence, ours, ; Hons will be waking up again and | 
is measured in patron confidence. || why not offer the theatre audi-| 

We thank you, ovr faithful guide and most helpful fel- jtorlums for. Saturday morning | 
low public servant, for the encouragement and aid you have | meetings, (or any other morning). 
given us. | Merely a good will gesture but 

PARAMOUNT FAMOUS LASKY CORPORATION | g00d circulation for the theatre. 
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New Haven, Conn. OO ________ — /dynamite anyone into the idea of 
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QUETRAILER 
PACKS MEAN 
WALLOP 


th tliest citi da ise ‘in, ) the th of Septembe 
cori, aia sae OR ORIG TSIEN Pease emai 
lation and buying power and eco-| T E xX A S c O T about 

THE NEWS 


nomic conditions are similar. 
Other cities close behind are main- 

As the Colorado river was on a wren ‘ es % advertising in- would 7 
rampage and everyone in Austin) ,M@nager Robert Talbert’s most ree Saring the month, and the opening 6 


/ly im New England. 
Based upon national or regional 
jeffective stunt in exploiting “Be! PERU A 
was excited because of the waters | hind That Curtain” playing at the r 


aspect, the national advertiser) 
who localizes his advertising of 
theatre merchandise finds that to! ounding the dam, Manager Tom - 
avoid inequitable and discrimina-|> : Schmidt tack ad- ag gual Theatre, Columbia, | | 
tory high amusement rates, he ean vantage of this| (: 00} a te aoe his patrons in-|j 
operate with economic soundness condition in ad-|, th hipaa yes ing and listening : 
and still get the same coverage by vertising ‘“‘Trial| °° "@ sound trailer. ; 
ad-rotation, which would give him of Mary Dugan’ Just before the sound trailer |; 
_ the same result and a big money'| playing at the! appeared on the screen, the front ? 
saving for slightly smaller ex- Publix Queen| curtain was pulled. Then follow-| | 
penditure than the present amount Theatre, Austin,|ed a minute's playing: of a few|: 
of money, the same ad-distribu- Tex. wierd oriental bars on the non-/| i 
tion could be continued as at pres- With the pa-|synchronous machine. A baby|? 
ent if regular daily theatre ad- pers playing up| spot flashed on an easel card that 
vertising were regarded by pub-| the flood angle|read: “Behind That Curtain A|i 
lishers on the same rate-plane as and people talk-| Message Awaits You.” The second |. 
ing about it,| reading follows: “The Story of an _ 
everyone wanted Almost Perfect Crime That Baffled 
Scotland Yard for Years.” Then | 
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SERIES TWO | 

Record No. Titles Artions 
1025 P SING A LITTLE Loy , 

MORE THAN ANYRODY «¢ 

Publix Unit Rah! Rah f Baht) Willie 

(from “The Drag**) 

PAGAN LOVE SONG 

BREAKAWAY 
(from “Fox Movietone Follies” 


Sunday auto 
traffic on 
Main 
traveled 
roads on the 
Incoming 
Side makes 
this possible 
for you 
every Friday 
night. 200 
stencil 

cards do it. 


7 
(from “Broadway — 
1026 P MY SONG OF THE NILE 
ether steady local users of large! 
; (from “The Pagan’) 
to see the swol-| 


annual space. | 
The argument against the former, | 
len river. The 


is that “publicity” given in addition 
to display ads makes up for the dif- 
ference in rate. However, dailies 
who treat all regular local adver- 
tisers on the same basis regard the- 
atre news and ads in the light of 
indispensable local news and agree 
to the fact that popular magazine 
circulations thrive on theatre news. 
Publix. and the amusement indus- 
_ try generally, despite the survey, is 
content to leave the matter in 
status quo, apparently believing that 
ultimately daily newspaper publish- 
‘ers doubtless will voluntarily equa- 
lize any inequalities or discrepan- 
cies. Furthermore, the industrial 
attitude is that the daily press is a 
valuable and friendly ally and ad- 
junet to the amusement ye yon 
So, therefore, the latter id not will- 
ing to take the initiative to alter 
the situation except under the pos- 
sible desperate economic pressure, 
which at present is not existent. 


from the daily newspaper as 


wrapped in 


result was that most everybody 
packed themselves in ears and 
went out to see the river and the 
dam. 

Schmidt used 300 cards on 
stakes and planted them along the 
road to the dam as well as plant- 
ing over 50 cards around the dam. 

There was a steady flow of cars 
for four days and inasmuch as 
these particular four days were in 
advance of picture, it made mighty 
fine advertising for the picture. 

5000 summons were also used 
in publicizing this picture by hav- 
ing them placed in suits going 
out of dry cleaning establish- 
ments, as well as having them 

laundry bundles, 
Bea iy Lea at a Wer: ee 
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the title of the trailer, 
That Curtain” flashed 
screen as the curtain w 
closed. The audience rea 
favorably to this uniqu 


on 


ected. very | 
é trailer, | 


; 
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When “River of Romance” play- 
/¢d the Publix Carolina Theatre, | 
Charlotte, N. C., Warren Irvin, | 
manager, obtained an elaborate 
three window display in the lead- 
|ing department store. The win. 
dows contrasted the styles of to- 
day with those of 1850, as worn 
by Mary Brian and Buddy Rogers. 
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(from “Syneopation") 
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(from “Wonder of ” Ok 
AT CLOSE OF Day ’ - 
(from “Wonder of Women”) 
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SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


BULLETIN No. 23 
Reproducer Drift and Turntable 
Level 

Serious trouble is still being 
met with, on disc “on pi using 
due to needle jumping the groove 
or sticking in one groove. 

Among the causes of this trouble 
‘which can be corrected by the} 
projectionists is a turntable off| 
level. A spirit level is provided | 
in each booth, chiefiy for the pur- 
pose of checking turntables. If 
the turntable is off level in such| 
ela way that the needle is running 
downhill, there will be a tendency | 
for the needle to leaye the groove 
at any point where the walls of | 
'| the groove may be a little. low,| 
‘ and skip several turns. This trou-| 
| ble is less frequent than the other, | 
where the needle is climbing a 
| hill, due to the turntable being 
| off level. In these circumstances | 
“oe will be a tendency for the 

}needie to break down a wall, re- 
personality maining in one groove. 

Ether of these accidents is 
enough to throw a show out of 
synchronism, and either can easily 
happen if turntables are off level. | 

In leveling turntables, place the 
spirit level on, the green cloth, in 
three different positions, one par- 
*| allel with each leg. The turntable 
should be level three ways. 

In leveling the turntable, care 
should be taken not to throw the 
rubber flexible shaft, linking the 
turntable with the motor, out of 
level The adjustment of this 
shart is rather difficult to gauge 
with the spirit level, and can best 


“fe to| 
an a uppity | 

> 8a picture 
f weeks of 
L Fon “True 
to all non 

. letter 

to spot 
the week 


bed ening gun) be estimated by eye, stooping un 
staged | til the eye is on a level with the 
m of the great-| shaft, and then leveled off three 


ways at that height. 


pictures 


mi Besureto| Reproducer drift is another 
pounding | matter which comes under this 

(of Paramount head. 
: through Place a weight on the short 


end of the reproducer arm, back 
of the swivel, in such a way that 
the arm balances nicely, holding 
the reproducer off the record, in 
air. The weight used to hold 
records down will answer for this 


purpose. 


With the arm so balanced, tap 
the reproducer gently with one 
finger, first one way, then the 
other It should have a slight, 
not too great, free drift toward 


outside of the record. 

To obtain this drift, look under 
the padded cup on which the re- 
producer arm swivels. It will be 
found that this cup is held in 
place by a single bolt, the nut of 
which can easily be loosened with 
a pair of gas pliers, or 4 small 
open-end wrench. The cup then 
ean be tilted, slightly, one way or 
-| another, until the proper repro- 
'duecer drift is obtained. ‘Tighten- 
ing the nut agaia usually alters 
ithe adjustment, and allowance 
| must be made for this. A few 
| trials will soon give any projec- 
| tionist the knack of this. 

In some cases the base of the | 
reproducer, at the edge furthest 
from the needle, will be found to) 
touch the record when the proper | 
drift adjustment is obtained. Gen- 
erally this condition is traceable | 
to the turntable being off level 
If you cannot obtain proper clear-| 
ance for your reproducer and | 
proper drift, with the turntable 
level, the matter to your 
once, so that Elec- 
can be called in | 
or re- 
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at 
trical Research 
to correct the condition 
place the defective part. 
Careful attention to these 
ters may save your 
from going out of syn 
One thing more 
on the subject of disc. 


——_———— 


mat 


nchronism. 
while we are 
Take time, 


in the 


t. 
The enthusiastic re-action of 


the first-night audience plus the 
unanimous purst of praise from | 
all eritics make it evident even to 
the casual observer that a new | 
re {long run picture is here to stay 
on Broadway. 


eee ee SS ee 


disc shows | 


memories of those who saw 


bowobehehehete hehe hetefetoubedetre 


MEET 


ERNEST MORRISON 


After completing the tenth 
grade of the Public Schools of 
Georgia, 
3 Ernest Mor- 
i rison enrolled 

at the Rich- 
ards Business 
College, Sa- 
vannah, Ga., 
for a five 
months 
course. Later, 
in order. to 
broaden his 
view in busi- 
ness, he took 
a Modern 
Business 
Course from 
the Alexander 


stitute. 


that of 


Ernest Morrison 
clerk for the Savannah Board of | 


was 
Trade. 


resigned to enter the 
business as Treasurer of the Bi- 
jou Theatre, Savannah, Ga. a 
Keith Vaudeville house operated 
by Wilmer & Vincent Theatre 
Company of New York. He was 
later appointed manager of that 
theatre and finally City Manager 
of Savannah, having supervision 
of theatres operated by Theatres 
Operating Company, owned joint- 
ly by Wilmer & Vincent Theatre 
Company, Southern Enterprises, 
Inc. and Arthur Lucas. 

Resigning once again because 
of the limitation of the expansion 
of his ability. Mr. Morrison was 
given the assignment of City 
Manager of Famous-Players’ the- 
atres in Asheville, N..C., in 
August, 1925. In February, 1926, 
he was promoted to manage the 
Howard Theatre, Atlanta, Ga, 
and remained there for two years 
when he was transferred to his 
present assignment as manager 
of the “Palace” in Dallas, Texas. 


CHARLES S. BASSIN 


In September, 1926, Charles 
Stuart Bassin entered the employ 
of Publix- 
Gray as mes- 
senger at the 
Scollay 
Square 
“Olympia,”’ 
Boston. After 
a short while 


Broadway 
Theatre in 
Chelsea where 
he stayed un- 
til June and closed the house for 
the summer. Mr. Bassin then re- 
lieved the. manager at the Olym- 
weeks. when 


Charles 8S. Bassin 


pia, Chelsea for two 

he went on his*vacation. He then 
re turnes i to Scollay Square as as- 
sistant manager until January, 
1928. when he was sent to the 
Stadium Theatre, Woonsocket, 
and stayed there until June at 
which time he was sent to Mal- 
den for a week where he turned 


the Strand over to the new own- 
ers. From there, Mr. Bassin, was 
transferred to the Capitol Thea- 
tre in Allston until September of 
the same year when he was as- 
signed to his present position 
as manager of the Allston Thea- 
tre, Allston, Mass. 
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even when you are rushed chang-} 


ing reels, to put the needle in 
right—that 
| in. Take time—it may save you 


trouble. Sometimes the grooves 
lare cut deep and the ne 
|@4th of an inch or so 
When that happens the needle 
/holder, and sometimes other por- 
tions of the reproducer, touch the 
record, and sound is replaced by & 
horrible, loud raspy NOISE. Use 
two hands to insert the needle, 
put it in all the way and then 
withdraw it a trifle, and make 
sure it is firmly locked in place 
| with the set screw. “A “short” 
| needle condition as described, in 
| addition to all the other trouble 
it causes, will unquestionably 
ruin the record. Take a second 


to be sure. 
sib eiaeeesileaenaahe 


MUSIO ! NOTES 


j 


MERLE CLARK, x, sole pidconnnnte’ 
| reopened at the Toledo Paramoun 
Theatre on Friday, Aug. 16th, 
after a leave of absence on account 
of illness. 

| FRED FRIREL, who replaced 
| Clark, reports for duty as assist- 
lant organist at the New York Par- 


iqamount today. 


Hamilton In-| 
His first job | 
Soon tiring of the mon- | 


otony of clerking, Mr. Morrison | 
theatre | 


he was made 
assistant} 
manager of 
the same 
house. In 
March, 1927, 
he was ap-| 
pointed man- 
ager of the 


eedle is a|C. placed a three- 
too short. | jn the lobby of his theatre, to plug 
the nine songs in “Syncopation.” 
A Radio-Victrola playing the songs 
of the picture, was placed beside 
the A board that served to attract 
the people, who also read the 


W. GRIFFITH MITCHELL 


A varied career has been the 
lot of W. 


Griffith Mitchell, who 
was educated 
~ at Ridley and 
1 Upper Canada 
i} Colleges. At 
jthe com 
i pletion of his 
school, work, 
jhe was ad- 
mitted to the 
}North West 
ij Mounted Po- 
i lice, where he 
iserved for 
i five years. At 
the termina~ 
tion of his 
service with 
‘this outfit, 
Mr. Mitchell 
W. G. Mitchell returned to 
his home in Toronto and received 
an appointment in the Treasury 
Department of the Ontario Gov- 
ernment, which, at about this 


time, issued its first license to 
motion picture operators and 
theatres, re- 


which papas A 
sulted in the forming of a 
of Censors, 

Contact with the above-men- 
tioned organizations, whetted Mr. 
Mitchell’s appetite for theatres, 
and soon he became assistant 
manager of the Strand. Theatre 
in Toronto. His quick adapt- 
ability to his new yocation, soon 
netted him the managership of 
this theatre, the largest down- 
town house presenting overtures 
and stage presentations in Can- 
ada. Mr. Mitchell resigned from 
the payroll of the “Strand” to as- 
sume management of N. L. Nath- 
anson’s (present headi of Cana- 
dian Famous Players chain) new 
Regent Theatre, a de luxe type 
of theatre. 

Desiring theatrical experience 
in the United States, he became 
associated with the Butterfield 
Circuit and for more than six 


years, exploited and managed 
vaudeville, picture and road show 
houses. Seeking broader fields, 
Mr. Mitchell entered Publix in 
1925, when he joined the Gray 
Circuit at Lewiston and Water- 
ville, Me. In the winter of 1927. 
he was assigned to Cocoa, Flori- 
da, but with the coming of 
spring, he was appointed to his 
present position as manager of 
the Salem Theatre, in Salem, 
Mass. 


| JOHN C. McKENNA 


John C. McKenna, a graduate 
ef the third class of Publix 
Manager’s 
Training} 
School has| 
shown rapid | 
} progress 
| the mahager- 
ial field since 
his first as- 
signment in 
June, 1927, as 
Assistant 
Manager of 
the Publix 
Carolina The- 
atre, in Char- 
} lotte, N. C. 

In March of} 
the following 
2 year. he was 

given his first 

managership, 

in the Im- 


ard 


IS ONC Toe en — 
; 


John C. McKenna 
perial Theatre, also in Charlotte, 


Before the year had elapsed, Mr. 
McKenna was transferred to his 
present position as manager. of 
the “Imperial” in pe Ss. 


SONGS SELL PICTURE 


is, NOT all the way Manager Robert Talbert of the | 


Publix Ritz theatre, Collumbia, Ss. 
sheet A board 


copy displayed. 


WEEK OF WEEK OF 
AUGUST 16 AUGUST 23 
THEATRE 
’ PARAMOUNT z 
Greene Murder Case Sophomore : 
RIALTO z 
Dr. Fa Manchu Dr. Fu Manchu : 
RIVOLI : 
Dance of Life Dance of Life : 
BROOKLYN-PARAMOUNT 3 
Dr. Fu Manchu Sophomore 3 
CRITERION ($2) i 
: Four Feathers Four Feathers 


_ 


in j 


WILLIAM C. O’HARE 


Since 1911, William C. O’Hare’s 
time has been spent, with the ex- 
ception of ap- 
proximately 
three yéars 
alternately 
between man- 
aging  thea- 
tres and sell- 
ing film. The 
three year ex- 
ception was 
i directed” te-- 
1 ward the ad- 
4 vertising and 
investment 
fields. 

Mr. O'Hare 
entered the 
theatre busi- 
ness in the 
employment 
of A. Frankle 
of Des Moines, 
in June, 1927, 
and remained with him until a 
consolidation was effected with 
A. H. Blank, in May, 1920, man- 

aging -the Majestic and Rialto 
theatres. A. H- Blank employed 
Mr. O’Hare in November, 1920, to 
manage- his Princess Theatre in 
Sioux City, Ia. He remained at 
this theatre for approximately 
two years when he was assigned 
to manage the “Garden” in Dav- 
enport. Ia. 

October, 1927 saw Mr. O’Hare 
in the folds of Publix as manager 
of the Princess Theatre in San 
Antonio. His ability was soon 
recognized and in February, 1928, 
he was promoted to manage the 
Texas Theatre in San Antonio. 
He was then assigned to the 
Rivera in St. Paul, but was soon 
transferred to his present posi- 
tion as manager of the Capitol 
in St. Paul. 


A. B. HESTON 


W. C. O’Hare 


A. B. Heston’s early experience 
as a partner manager stood 
him in good 


stead as man- 
ager of a few 
Publix thea- 
tres in Flor- 
ida. Previous 
ito Mr. Hes- 
i ton’s entry 
into the ranks 
1 of Publix, he 
i} operated nine 
tH houses with 
the aid of a 
H partner. The 
j operations 
ranged from 
i two de luxe 
} theatres down 
i to a number 
of “B’S” and 
also included 
vaudeville and 


A. B. Heston 
legitimate houses. 
Before entering 


the theatrical 
business, Mr. Heston was assoc- 
iated with the Firestone and 
KeHy-Sprinefiela Rubber com- 
panies and later was in eharge 
of a small factory in Des Moines, 
Ta. 

In 1924: he sold _his interests 
and migrated to Plorida. he 
boom-came and he went—back to 
work aS a house manager, sat- 
isied that he knew more about 
theatres than real-estate. He 
joined Publix in April, 1927, as 
manager of the “Kettler” in Palm 
Beach, than to the “Palatka” in 
the same town. He was then as- 
signed to mana the Franklin 
in Tampa, Fla. is present posi- 
tion is manager of the Strand 


Cc. in  Reaenes Fila. 


eee GER PRES TOR 


Increased admission prices 


to District Managers. This 


AT YOUR NEW YORK THEATRES 


“SAY IT WITH SONGS” 


Al Jolson’s “Say It With Songs” 
is being urged by scores. of the- 
atre managers in letters addressed 


crease will be: granted only in 
situations where harmful effeet 
will not be felt. when regular 
prices are resumed. 


ene 


for 


in- 


YOU HAVE THE 
_ MERCHANDISE ~ 
SELL IT?) 


ublix Theatres Corporation, Paramount Building, New York, Week of August 7th, 1988 


-UBLIX) 


Sea 
f a . 


“Never before in our history has the slogan, ‘YOU HAVE THE MERCHANDISE! SELL | 


it is now, in preparing for PARAMOUNT MONTH. The sooner you start selling it the | 
SAM KATZ President. Publix Theatres Corp. 


of its being definitely sold.” 


“Leave no stone unturned to eis Publix the 
high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers of | 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 
A. M. Borsrorp, Dr. Advertising Beny. H Serxowicn, Editor 


J. Atsert Hirscu, Associate Editor 
Contents Strictly Confidential 


EYE-WASH AND GOLDBRICKS 


Eve-wash! 

In show-business, it means eye-filling effort that four-flushers 
usé to deceive the uninitiated, 

You find it everywhere, .and, like fools’-gold, you'll always 
find someone to treasure it. 

In the departed days of colorful and odoriferous show business 
of unlamented memory, an eyewash practitioner was known as a 
“gold-brick.” 

Though Publix can congratulate itself on a minimum fellow- 
ship of “goldbricks” within its ranks, and a minimum of “eye- 
wash,” the safety of progress depends. upon constant alertness 
against both. 

A “goldbrick” merchandiser of theatre-entertainment is the 
fellow who shows a well-filled scrap book of his bosses’ pictures 
and a wealth of trash that looks mightily like an Herculean labor. 
The fact that the box office gross is just big enough to be short of 
paying off the overhead, gives the best answer. In the old days, 
the “gold-brick” bill-poster would arrive in town, tack some cards 
on the fences and telephone poles in the neighborhood of those to 
whom he was accountable, cover the route to and from the depot 
and within a block or two of the principal hotel and theatre, sell | 
his pad of litho-passes at the poolhall and go out and get drunker 
still, é 
Many a showman who was depending upon thorough advertis- 
ing, was thus fooled into believing he was getting it, and wondered 
why his splendid attraction succumbed with such a “marvelous” 
campaign. The alibis advanced were laughable—to everybody but 
those who had capital invested or whose jobs depended upon reli- 
able work from everyone on the payroll. “Eyewash”-and “gold- 
bricks” hastened the departure of that “good old show business” 
about which the poetic oldsters love to rave, and gave the new era 
that is here, a chance to gain its foothold. 

One of the réasons why Sam Katz is the world’s greatest ticket-| 
seller is that his eyes, ears and nose have been educated by long 
and vigorous experience to such a degree that the sound, sight or 
smell of “goldbricks” and “eye-wash” don’t have to come labeled 
in order to be recognized by him. . 


A MODERN PRE-REQUISITE 
Personality ! 
Have you got it? It you have, then you are living in a 


-time when it will do you the most good. By personality is not 


meant a back-slapper, a fawner, or a stereotype, smiling yes- 
man. That sort of personality is so transparent that the phoney 
undemeath sticks out like a red four-in-hand tie on a dress suit. 

The true personality is a genuine glow which radiates from 
a real interest in people and things. If you are really interested 
in your theatre, in its development and growth, in the patrons 
who assure that growth, in the problems’ of the men who are 
working with you toward that end—then. atttomatically, your 
personality will be felt and will work toward your profit. 

David J. Chatkin, General Director of Theatre Management 
for Publix, calls attention to’ the peculiar paradox that in this 
mechanistic age of iron and steel, of mechanical perfection and 
unprecedented economic development, the motion picture in- 
dustry is turning to personality and man-power for its chief 
prop and mainstay. ‘The man with an anaemic personality finds 
no more place in the present scheme of things than does the 
tallow candle in this’ modern age of the Mazda lamp, 


CONSTRUCTIVE 
CRITICISM 
WANTED! 


Mr. A. M. Botsford, ad- 
vertising manager of Publix 
Theatres, Inc. requests con- 
structive criticism on Publix 
manuals and Paramount 
press sheets. He wants to 
know just how they can be 
improved to suit your indi- 
vidual means. He asks that 
you be sincere and frank, as 
he has no need for either 
bouquets or brickbats, 

If you had to do without 
one or the other, which 
would you prefer? The Pa- 
ramount press sheet or the 
Publix manual? 

Do you find the newspaper 
readers in the manual more 
acceptable to your local edi- 
tors than those contained in 
the Paramount press sheet? 


Do the ads as laid out in 
} the manual suit your needs 
better than those contained 
in the Paramount press 
sheet? If so, why? And 
how? 

Have you any complaint 
to make of the Paramount 
press sheet or the Publix 
manual? If so, state them 
frankly and constructively. 

How does the Paramount 
press sheet compare in your 
opinion, with the press sheet 
of other producing com- 
panies? 

Do you know the definite 
instance where the Publix 
ménual served your needs 
better than the Paramount 
press sheet or vice versa? 
If so, state the . instance 

specifically. 

Do you find the Publix 

; manual on pictures other 
; than Paramount are of more 
, Service to you than 
/ sheet supplied by the ex- 
} hange? If so, state why. 
; As Publix prepares both 
; manuals and press sheets, 
+ we would also like to know 
¢ if, in your opinion, this is 
; a duplication of effort, and 
¢ if so which one should be 
* cancelled. If you have not 
already replied, let us have 
; this information by return 
mail or just as soon as you 
; possibly can. 


ihdihMtihene ooo. 


ADMISSIONS NO W 
UNDER CAREFUL 
SCRUTINY 


Survey of admission price is 
being made by many Publix the- 
atre managers, who are of the 
opinion that with the type of at- 
tractions they are getting, admis- 
sion pricés are too low in com par- | 
ison to operating cost Plus film! 
rental. An additional nickel on a 
Saturday and Sunday and night | 
prices makes a whale of a differ. | 
ence on the total gross; and in| 
many situations where its addi-| 
tion has been Possible, it made 
the difference between a “req” | 
district and a “black-ink’’ district. | 


Of course in certain highly com. | 
petitive situations, or ones where | 
economic conditions make it im-| 
possible, present prices, no matter | 
how inequitable to the theatre, | 
wil: have to prevail. 


FILE THIS! IT WILL HELP 


Watch Publix Opinion for this 
trade 


LENGTH OF F 


Record ‘ 


Subject 


ow of France—8 reels (8).... PF 
Mid Stream—9 reels ( eee | 
Big News—7 reels (AT)....... — 
Hottentot—8 reels (AT)....... Wi 
The Awful Truth-—7 reels (AT) FP 
Single Standard—8 reels (8)... J 
Biackmail—-10 reels (PT)...... 
Unwritten Law-—4 reels (AT).. 
On With The Show (Techni- 
color)—12 reels 


S—SOUND 
AT—ALL-TALKING aly 
PT—PART-TALKING a 


LENGTH OF T ; 


Show World 
News No, 1...... So épaueun oo eees 


WARNER BROTHERS 


A. Spaulding—Minvuet in D 
Out-Law-In Law 


Happiness Boys-——Pretty Baby.... 
George Lyons—Beloved 
Georgie 


Van & 

Alri 
Walte 

rATHE 

Beach Babies ............ 
Turkey for Two........ 
Barber's Daughter 
Dancing Around 

eaman 

teeee soe 

¢ +0 sea +0 chew b* 
es Seeereere er) 
EDUCATIONAL 
Look Out Below eee 
Trusting Wives 
His Baby Daze 


zarlor Peat .. 
armon soeee 
Old Man . eee 


As You Mike It. ......... 
Headwork 


Hunt The Tiger 
St. Louts Blaes 


Tommy Chr P ona 
Tommy Christian—Colhege Posten 
FITZPATRICK 
People Born in August hb 
UNIVERSAL 
Cohen On The Telephone. .........05) 
FRANKLYN W, 
Father's Advice 


* 
++eeeee eben 
ADVANCE TRAIT PR CO 
I'll Always Be In ; ; 
When We Get To 
Where Did You 


Right 
Topica 


Day Dream 
wi CA 
andering Trati (colored)... 
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